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Writesfor ‘'Ivy'’ Photographic 
Brochure. A full set of 
fine»Decorative Displays k 
for after Christmas. 


Stk INCORPORATED 2516 WEST ARMITAGE AVE. CHICAGO 47, ILL. 
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No. 30111 large size 36’ wide by 54” high 
Price each: $15.00 Per doz.: $150.00 
(Not available in gold) 
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e Easy to finish in any color. 

e Circles 6 in. dia. are inter- 
= laced in one-piece panel. 

e Easy to use. Low cost. 

e Use indoors or outdoors. 

© Use over and over again. 


PLAN NOW! ORDER NOW! 


FOR WINDOWS, INTERIORS, WALLS, CEILINGS, SHOWROOMS . . . ANYWHERE! 


W. L. STENSGAARD AND ASSOCIATES, INC. 


346 NORTH JUSTINE ST., CHICAGO 7, ILLINOIS 
Specialists in Merchandise Presentation « 


1931-1958 Demonstration « Displays « Exhibits 
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lows! veiling / 


Interlaced 


Circle Design Grill 


NOW IN THREE SIZES 
In new dimensional durable vacuum- 
formed white plastic. Small and 
medium sizes also available in vac- 
uum-plated golden butyrate. 


: $ 
thee) 3 
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No. 3010, small, size 18” by 18 

square ' 

Price each: $3.50 Per doz.: $37.50 
In Gold: $4.95 ea. $49.50 Per doz 


No. 2957, ‘Medium, size 18” wide 
by 47” high 

Price each $7.25 Per doz.: $80.00 
in Gold: $9.85 ea. $108 Per doz 
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THE DISPLAY PUBLISHING COMPANY 


407 GILBERT AVENUE, GARFIELD 1-2050-1-2051, CINCINNATI |, 


THE COVER 


Colorful autumn in Southern Californic 
is this scene in the window of W & J 
Sloane-Beverly Hills as created by Jim 
Hassinger, display director. This insti- 
tutional window contains approximately 
$1,000 worth of real flowers, mostly 
chrysanthemums. The oak tree to the 
right weighed 600 pounds. An actual 
water fountain is to the left in the back- 
ground. 


OUR NEXT ISSUE 


Highlight of the special December 
Market Week issue in the mails on 
November 20 will be a special illustrated 
report on the present status of display 
merchandising in Russia . . . Another 
article will take you to the wealthy 
Joaquin Valley of California for oa 
sample of its interesting displays .. . 
These are but a few of the many articles 
full of ideas to aid your display program 
for many months ahead. 


EXECUTIVE STAFF 
H. C. Menefee, President 
Nathan Silverblatt, Manager 
R. James Shriver, Advertising Manager 
John Mendell, Production Manager 


Eastern Office 
Homer Guck, 175 Fifth Avenue, New 
York City 10. Phone GRamercy 3-3737. 
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Joseph Mervish, 6716 Gentry Ave., North 
Hollywood, Calif. Phone STanley 7-7556. 


® 
SUBSCRIPTION RATES 


Published monthly at $5.00 a year for the 
United States and Canada. To foreign 
countries, $6.00 a year. Canadian and foreign 
orders payable in U. S. funds by International 
money order or New York bank draft. Single 
copies 60 cents. Send all subscription orders 
direct to the publication office at Cincinnati. 
Changes of address must be reported at least 
two weeks in advance of effective date, other- 
wise missed copies cannot be supplied. 
Entered as second class matter September 20, 
1922, at postoffice at Cincinnati, Ohio, under 
act of March 3, 1879. 
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National 
Association of 
Display Industries 
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Associated 
Bureau of Business 
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Pass This Issue Along 
You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 
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by Wileur N Weod, Jr, Leggilti Dept Store 


ROANOKE, VIRGINIA 






‘“‘Upson Board is the favorite medium 
in our display department when it 
comes to better visual merchandising.” 


WILBUR N. WOOD, JR., display manager 
Leggett’s Dept. Store, Roanoke, Virginia 


Upson display boards 


1/10° Easy Curve; 3/16” and 1/4” Upson and 5/16” Upson Striated Panels, 
all in conventional fiber board sizes. 
” Also 3/8” for interior and exterior use—sizes up to 8’ x 20’ 
UPSON 


THE VUPSON COMPANY, 1211 UPSON POINT, LOCKPORT, NEW YORK 
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Trade Mark Pat. Pend. 


A fast-reading new type face for increasing the effective- 
ness of your visual selling. The artist has developed in 
Bon-Air a style that imparts quality, is clean-cut and goes 
well with today's style trends. Alternate letters and com- 
binations are supplied in the capital A and |, lower case 


a, e, o and s; as well as Th, th and tt. 


Fall Flutterings 
in the Fashion World 


C); Dies H's the oa 


Modified, yes, with 
rounded folds above the 
shorter puffed skirt. ..'89. 


Styles in type change, too. Are you trying to sell today’s 
fashions with outmoded lettering? Your presentations can 
take on added appeal when your messages are as up to 


date as your merchandise. 


Bon-Air is on an exclusive basis for one store in a trading 
area. Do you like it? ... Write for proofs, specifications 


and prices. 


Ty, MORGAR 


SN MACHINE Co, 4510 N. RAVENSWOOD AVE., CHICAGO 40, ILL. 
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Unit X-58—Christmas Pennants 


Christmas pennants printed in three 
colors on heavy white poper. Size 1/4 in. 
by 25% in. 

Package of 25 assorted ...$4.95 
Package of 100 assorted -.$19.50 
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Unit B—Christmas Trim 


"Season's Greetings’ Bell Unit. Two gold bells hang from a red 
foil streamer with white frosted lettering. Green leaves, white 
frosted, ore decorated with red glass balls. Overall size 62 in. by Unit C—Christmas Trim 
33 in. Packed two in carton. $29.90 
Consists of bell and bow drop 60 ir. 
by 37 in., one green plastic garland 
9 in. by 9 ft. long decorated with red 
berries, and one 16 in. gold foil 
| burst. 
Unit E— \ Packed one unit in carton. $14.30 
Christmas Trim , 
Red and white striped pole \ Unit J—Christmas Trim 


on base with two "Gift Sug- Green or white plastic garland 9 in. 
gestions’ signs 9 in. by 22 wide by 9 ft. long, decorated with red 
in. for the front and back of | berries. Please specify color. 
each unit. | Packed 4 pieces in carton. $19.80 
Packed two units in carton. | 
$9.90 | Unit F—Christmas Trim 
Colorful electrified reindeer head 
Uni , A decorated with two green plastic 
nit D—Christmas Trim 
sprays with red berries. Over- 
Red and white striped pole 2 in. V zs all size 46 in. by 23 in. Packed 


diameter by 6 ft. high on square one unit in carton. $4.95 
base. Decorated with two green 


plastic sprays with red berries, one 
each above and below "Gift Wrap- 
pings sign 9 in. by 44 in. 

Packed one unit in carton. $7.95 
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, Unit | 
Unit H—Christmas Trim : Gold foil burst 12 in. in 


Gold foil burst 16 in. in diameter Y of. 2 diameter. Each packed in Unit G—Christmas Trim 


with gold glass ball center. Each 4 | plastic bag. Electrified reindeer head 12 in. by 
packed in plastic bag. ss ie Packed 6 pieces in carton. 22 in. high. Each packed in plastic bag. 
Packed 6 pieces in carton. $12.50 $9.75 Packed 6 pieces in carton. $11.70 


WRITE TODAY FOR YOUR FREE COPY OF CHRISTMAS CATALOG No. 273 


GARRISON-WAGNER COMPANY 


2018 WASHINGTON AVE. ST. LOUIS 3, MISSOURI 
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MODEL T-2 


USES § SIZES OF 
STAPLES 
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Displays go up easier and faster with Hansen Automatic Tackers. You 
get jam-free tacking with positive fastening that won’t “‘let you down’’. 
Choose from 36 tacker models and 80 staple sizes and get new ease, 
speed and quality in every display or exhibit. For the finest in tackers 
anywhere . . . choose Hansen. 





is ie FEATURES OF THE MODEL T-2 TACKER 
* Flush Jaw for Close-Quarters e Weighs Only 1 Ib. 7 oz. 


® Measures 7%" tong, 4%" high, 
%”" wide at front 


A. L. HANSEN MFG. CO. 


5041 Ravenswood Avenue @ Chicago 40, lIilinois 


NOVEMBER, 1958 








DIFFERENT WAYS 


to use Penmetal expanded metal in displays 


CUTOUTS 


Fashioned to symbolize your featured line, cutouts made 
from Penmetal expanded metal evoke a product image, 
help your displays say more, sell more. Comes in many 
mesh sizes. Easy to cut or shape. 


TRIM 


Trim a counter, trim a cart, anywhere you trim, the 
diamond pattern of Penmetal expanded metal will turn 
eyers into buyers. Can be galvanized, tinned, polished, 
plated, painted or enameled. 


RACKS AND SHELVES 


Very strong, yet weighing next to nothing, Penmetal 
expanded metal is ideal for racks and shelves. The 
handsome, open mesh practically cleans itself. Cost: 
Surprisingly little. 


AREA DIVIDERS 


What a perfect area divider. Clean and crisply contem- 
porary, expanded metal dignity blends with any decor. Its 
real beauty: You can achieve a Fifth Avenue atmosphere 
at bargain cost. 


PENN METAL COMPANY, INC. 


General Sales Office: 40 Central Street, Boston 9, Mass. 


Plant: Parkersburg, W. Va. 


District Sales Offices: Boston, New York, Philadelphic, Pittsburgh, 
Chicago, Detroit, St. Louis, Dallas, Little Rock, Seattle, 


San Francisco, Los Angeles, Parkersburg 


a name to remember 


DISPLAY 








Theve must tea Reason... 


why so many of the nation’s leading 





display directors will visit us when 


in New York during MARKET WEEK* 


Theve must tea Reason... 


why the outstanding architects, dec- 
orators and stage designers consult 
with us for their special custom 


requirements. 


Theve must tea Reason... 


why so many of our co-workers take 
pride in their length of service as 


well as their accomplishments. 


Thee must tea Reason... 


why we have been among the leaders 
in the display field with fresh and 


new ideas for over 62 years. 





Thee must tea Reason... 
| why every MARKET WEEK* our show- 
rooms are filled with friends, both 


old and new. 





*AT HOME SPRING MARKET WEEK — DECEMBER 7-11, 1958 


136 WEST 24th STREET, NEW YORK CITY, N. Y. 


| NOVEMBER, 1958 


DECORATIVE PLANT CORP. 
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One of the most refreshing observations of the display arena has 
been a marked improvement in men's wear windows. Men's apparel 
display has been notorious for its drab, uninteresting treatment as if 
dramatization was to be confined to the high-fashion field of women's 
ready-to-wear. 


But recently there has come to our editorial department photos 
of exciting men's wear displays that have exhibited a new approach -- one 
that has glamour and drama. This new trend is to be encouraged as it 
will go far in placing men's wear on the same level with the best 
displays of fashionable garments for milady's wardrobe. 


Probably most of you can recall the stereotyped men's windows in 
balanced symmetry, as if the fixture units were permanent window 
fitments. Perhaps some of you can recall the grand era of the "glorious 
twenties" when clothing windows were harsh with their carved mahogany 
and walnut backgrounds and when specially carved wooden display fixtures 
were the symbol of any top-ranking men's wear emporium. 


That a transformation of great import in this field is in the 
making is more than welcome and indeed overdue. So we can look forward 
to more imaginative and dramatic themes in the display of fashion's 
offerings for men. There can be only one result --a definite increase in 
selling appeal which will move this merchandise easier and faster. 


There are other merchandise specialties that have not kept pace 
with the advance in the art of visual merchandise presentation. 
Furniture is a horrible example, and it is therefore refreshing to 
report the attention given display by the South East Furniture Co. 
of Salt Lake City, with much success, Be sure to read the illustrated 
article in this issue. There are so many opportunities for the 
effective display of furniture and home furnishings and the task 
Should be entrusted to competent displaymen. 


Home appliances is still another merchandise specialty that has 
been woefully neglected from a display standpoint. Probably the best 
display work in this field is being done by the public utilities; more 
examples of which this publication will endeavor to reproduce in 
subsequent issues. A notable example of superior display in this field 
is that of the Con Edison Co. of New York City. 


The optometrists, with their usually small stores, have, for the 
main, confined their display efforts to a neat arrangement of their 
merchandise on a puffed velour floor. Yet, the Ohio Optical Co. of Akron 
has learned the value of dramatic presentations of its wares with window 
displays that will vie with the best display applications in other 
fields. 


I could go on and on, but the point is that there exists a vacuum 
of display utilization to such an extent as to provide tremendous 
opportunities for constructive service by qualified and trained display 
personnel. In many instances local display studios and free-lance 
displaymen can find here an untapped source of revenue and an opportunity 
to improve greatly the success of these specialty merchandise 
establishments. (Please turn to page 56) 
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IzuUSe merchandising system 


Revolutionizee Lalec 


at WYMAN'’'S 
of South Bend 





L. S. LaPierre — Vice President, 
Wyman’'s of South Bend, Indiana 


“Vizusell has conclusively 
proved to me that it is the 
most effective merchan- 
dising force in the market 
today. It is adaptable to 
complete departments, to 
any merchandise. It’s easy 
to install, to arrange in an 
infinite variety of merchan- 
dising patterns. Most important, Vizusell has 
proved to us its ability to move more mer- 
chandise from less space, in less time, than 
any display technique we have ever used.” 





Wyman’s experience is Common to progres- 
sive stores throughout the country that are 
making Vizusell basic to their merchandis- 
ing programs. To see how easy it is to join 
this trend to greater profits, write today! 






COMPANY 


MAIN OFFICE «+ BRONSON, MICHIGAN 


NEW YORK CHICAGO LOS ANGELES 
ISTRIBUTORS IN ALL 
o ciao hea 47 W. 34th St. 222 W. Adams St. 1828 S. Flower St. 
Cameron-Mcindoo, Ltd., 91 Scarsdale Rd., Don Millis, Ontario 
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Free 
Vizusell 
Catalog 

shows 
complete 
installation 
details 





to every retailer! 


AFTER— 


Wyman’'s “Career Girl Shop” 
after Vizusell. Installation 
stimulates self-selection, im- 
pulse buying. . . speedstraffic 
flow and reduces labor over- 
head. Note, too, how Vizusell 
creates a modern, appealing 
merchandising motif. 


BEFORE — 


Same area before Vizusell, 
handicapped by limited mer- 
chandise display, confined 
traffic area, static layout and 
obvious need for maximum 
clerical overhead. 


wo 





A significant report 








L. A. DARLING, 31! N. Matteson, Bronson, Mich. 
Gentiemen: Please rush free Vizusell catalog! 
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Dramatic 


Success proves value of display... 
Eye-catching windows necessity in 
suburban area . . . Mannequins 
dramatize inanimate furnishings 


... Christmas decorations pay off 


HEN CELEBRATING its 32nd an- 

niversary in September the South 

East Furniture Co., suburban Salt 
Lake City, adopted the motto “Young 
enough to be progressive, old enough to be 
reliable.” To that we would like to add 
“Wise enough to appreciate the value of 
dramatic display.” 

It has taken tremendous foresight for this 
firm to break away from the old fashioned 
haphazard “warehouse” display of furniture 
and houshold furnishings that is still preva- 
lent in even some of the larger stores today. 

Proof that display is of equal value with 
the other means of merchandise promotion 
—if not superior — is demonstrated by the 
successful use of eye-catching, colorful, im- 
aginative household furnishings. display, 
which has helped bring about South East 
Furniture’s phenomenal growth to where it 
is now the largest volume furniture store in 
the inter-mountain West, serving a radius 
of 300 miles in every direction. 

Display, as a department, is_ relatively 
new at South East, having originated only 
five years ago as a minor department. It 
has now come into its own as a major oper- 
ation, coming under the general direction 
of the merchandising manager, S. Morgan 
Sorensen. Only recently it moved into new 
quarters and added a third full time member 
to the staff, headed by Display Manager 
Harold Tanner. Gerald Goodbold and Steven 
Sorensen complete the set-up. Mr. Tanner, 
in addition, edits the firm’s attractive house 
organ, The Southeasterner. 

Adding to the immense responsibility of 
redecorating each of the firm’s six room- 
size windows is the fact that the store 1s 
located in a suburban shopping area and de- 
mands eye-catching displays in order to at- 
tract and hold attention of auto occupants 
as well as pedestrians. 

Display also reaches the prospective cus 
tomer by way of television, as each week- 
end a display is set up at one of the local 
television studios and is incorporated into 
its commercial advertising. 

South East’s display department aids the 
community by supporting such projects as 
helping maintain the Sons of the Utah Pio- 
neers “Pioneer Village’ Museum. Using its 
two complete sign machines, the department 
does quite a bit of sign work for community 
projects as well as the store. 

Contrary to the dull, drab, cluttered dis- 
play of household furnishings so prevalent 
these days, South East Furniture has found 
that tasteful use of color plays a major role 
in creating unusual and outstanding dis- 
plays. Inside the store, color is used ad- 
vantageously throughout. Furniture is dis- 
played in groupings to create a room at- 


DISPLAY WORLD 


















mosphere with appropriate accessories, 
draperies and floor coverings. 
Shown here are excellent examples of 


what a fully-staffed and talented display 
department can do for a furniture store re- 
sulting in immediate sales and long-term 
prestige for the firm. 

The photo at top, opposite page, shows why 
Masland carpeting is one of the store’s best 
sellers. Dramatic lighting is used to bring 
out the rich texture of the rug. A poised lady 
mannequin is seated on a settee bringing 
movement into an otherwise inanimate at- 
mosphere. Bright-colored drapery material 
at the right adds welcome color to the dis- 
play. 

Occasionally the display department goes 
outdoors to bring in customers, for instance, 
during the store’s annual promotion of Sugar 
Days, during which time bags of sugar 
are given with each purchase. The photo 
at center, opposite page, shows a large 25- 
foot tall bag of sugar constructed for a 
street display. The insert shows how the 
framing was accomplished before it was 
completely covered. The idea developed from 
Sugar House, the suburban community where 
the store is located. 


The bottom photo, opposite page, shows a 
typical furniture grouping. Again a manne- 
quin brings a warm home-like feeling into 
the setting. Notice the harmonious attention 
to detail and the attractive tasteful use of 
black, white and brown. Lighting is bright 
enough to reveal the furnishings in every 
detail yet not enough to destroy the proper 
room-like impression. 

Another furniture grouping which points 
out the extreme to which the firm goes to 
provide flawless detail is the photo at top 
right on this page. When presenting 
Early American furniture, every item in the 
window conforms to the period. The same 
with the various modern styles in other 
windows and also the interior groupings. 


At bottom left, on this page, is an in- 
teresting example of how a vacuum cleaner 
can be sold in the window. Carpeting cov- 
ers all but the ceiling of the window. Com- 
pelling signs furnished by Westinghouse 
emphasize the cleaner’s efficiency as do the 
black silhouettes against the carpet hanging 
on each side. Below and in front where 
passersby can easily inspect them are clean- 
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Furniture Display Spells Profit 


SOR ae get SBME bette . 
ONE tS ge ayo ee tyres sateen 


viewable from every angle, including 
one opened for inside inspection. No won- 
der that this window won first prize of 
$1,000 in a national Westinghouse contest. 
This year South East Furniture was awarded 
the title of Name Brands Furniture Store 
for the entire United States. The store has 
found it worthwhile to tie up with National 
Brand Name factory promotions in its ad- 
vertising, floor displays, windows and fac- 
tory demonstrations in the store. 

South East seems to have overlooked the 
generalized attitude of many furniture stores 
that the Christmas trade doesn’t justify the 
lavish display treatment and exterior decor- 
ations as other kinds of merchandise. Prov- 
ing this notion groundless, this store has 
turned the season into a volume-producing 
effort equal to any other time of the year. 

At the bottom right is the large corner 
window mechanical display of last year 
showing Santa Claus waving “goodbye” to 
his wife and helpers as his reindeer lead 
the way right through the window glass. 
Up over the marquee they go, as shown by 
the photo directly above Santa, where they 
wind about the 75-foot pylon on which the 
store name is emblazoned in neon. Leading 
the deer is Rudolph, with his red nose blink- 


ers, 





ing. Each deer was 8 feet, 6 inches long 


and 6 feet, 4 inches high. 

South East Furniture Co. seems to have 
found the secret to effective presentation of 
household furnishings: certainly something 


many furniture stores should emulate. 
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Rich Autumn Colors Abound in 


_..Windows Rival Nature 


Saks salutes opera season with formal wear promotion . . . Special 


UTUMN 

ceded to be the nicest 
Pleasant 
make a 


in Chicago 1s generally con- 


and rich 
colors perfect back- 
ground tor urban and suburban living. 
Display-wise, rich autumn hues dominated 
the scene in cooperation with nature's dis- 
Kreis, display d.rector of Saks- 
Avenue, created elegant window 
Empire theme with rich au- 


year. weather 


combine to 


play. Joe 
Fifth 


aft rund the 


an 


season of the 


emphasis is on russett shades in Marshall Field windows . . . Rustic 


slabs of lumber together with nuts emphasize fall fashions . . . 


Mandel Bros. display appeals to desire for recognition 


tumnal green. A large antique mirror with 
carved gold and ivory frame of the French 
Empire period formed the center  back- 
ground. In addition, it reflected the back- 
interest of the fashions on display. 

At either side were green moire and simu- 
lated wood panels, actually reproductions 
of the Empire period. These panels are 
favorites of Kreis, and he employs them in 
a variety of settings. Two antique chairs 
with carved frames and green brocade seats 
completed the setting. Two after-five gowns 
in rich green satin and taffeta were worn 
by mannequins. Each dress featured a float- 
ing panel in the back, partially reflected in 
the mirror. Green, gold and white acces- 
sories were on the two chairs. On the floor 
in front a card read, “S F A Endorses 
Green.” 

Mr. Kreis used another moire-paneled series 
as a Saks-Fifth Avenue salute to the 1958 
season of Lyric Opera. At the same time, 
he promoted Saks’ elegant formal wear for 
opera-goers. Two mannequins wore the 
gowns, one was standing and one seated as 
if in a plush-lined box at the opera. Be- 
yond the “rail” of the box was a large 
etching showing the opera house at inter- 
mission time. Two chandeliers in the etch- 
ing had tiny white electric light bulbs. A 
pair of wall lamps in the “box” helped to 
tie the foreground in with the lighted chan- 
deliers of the background. Spotlights were 
placed out of sight to light the gowns. 

(;. C. Bowen, display director of Lytton’s, 
used autumn red in a series of four women’s 
and mens campus wear windows. In the 
window pictured, as in two others, black 
was the correlating color. Navy combined 
with red in the fourth. 


A natural sky blue back wall was adorned 
with white cloud cutouts. A replica of a 
traditional campus tower of learning stood 
at one side. It was painted in natural brick 
and At the ftront of the 
display sturdy luggage tormed a seat and 
footrest for one of the mannequins while 
another stood alongside. One displayed a 
casual dress in bright red jersey and the 
other a suit in bold red and black plaid. 
Black and red completed the 
outfits. Additional accessories in these two 
colors were displayed shelt at the 
front. Bowen titled the window, “Time to 
think of books and looks! New styles from 
Lytton’'s big schoolwear collection.” 

Marshall Field’s Virginia Paxson, and 
her staff placed special emphasis on the 
russet shades in Field’s displays. Field's 
corner window at State and Randolph show- 
cased a display of rust-colored fashions 
gone fashionably to the dogs. The window 
was transformed into a 
complete with canines in 
and sizes. 

At the center back wall was a judges’ 
stand of rust and brown striped material. 
Three silver trophies were ranged on the 
countertop. At one side a male mannequin 
wearing an official-looking judge’s cap was 
considering the merits of a dog in the center 
ring. 


wood colors. 


accessories 


on a 


dog show setting 


assorted shapes 


Rust-colored posts joined by rust vel- 


—Both top photos and top left, opposite page, 
by Virginia Paxson, Marshall Field At 
left center, by G. C. Bowen, Lytton's 
Lower left, by Carl James, Mandel Bros. .. . 
Opposite page, top and bottom right, by Joe 
Kreis, Saks-Fifth Avenue .. . Center. opposite 
page, by Dick Minto, Carson's— 
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Chicago 


By RICHARD DAY 





vet ropes tormed the ring. In the center a 
white wood platform held a large shaggy 
\fghan being shown by a mannequin in a 
russet corduroy slacks outht. Other manne- 
quins dressed in shades of rust paraded 
dogs inside the ring or observed the show 
from the sidelines. Along the side walls 
were low rust and white painted platforms 
tor the canine contestants. A large sign 
over the trophy stand told the tashion story 
in appropriate terms: “The Russets; taking 
all the firsts . .. Points that count: the 
high-spirited colorings, the graceful lines.” 








“Bright Penny: newest color change tor 
fall ‘58. Here’s a whole pocketful of varia- 
tions on the russets” set the theme for 
another display of the same shades. This 
sign was nailed to a weathered slat fence 
extending across the window. To give the 
desired rustic effect, lumber from an old 
barn was used for the fence. Natural weeds 





and vines “grew” realistically about it. 
Beige pea gravel covered the floor and on 
it natural oak leaves were scattered. 

Two mannequins modeled the latest in 





schoolwear tor young girls. One held a 
leaf rake as if pausing from her labors. 
The second mannequin paused in the act of 
gathering weeds, perhaps intended for a 
collection, to glance at a third display of 
fashion, this was a skirt and blouse fastened 
to the fence in lifelike attitude. Chalk fea- 
tures and yarn hair plus leotard legs com- 
pleted a very effective two-dimensional 
mannequin. 

Another handsome Field's series of tour 
displays (not pictured) featured colorful 
print fashions. At the front of each win- 
dow, five strings of stained glass pieces in 
random rectangular shapes about 3 by 10 
inches hung from ceiling to floor. The green, 
blue, amber and red segments were strung 
on bright copper wire and were placed close 
to the window's ftront. Three white craft- 
hoard rectangles hung one above the other 
on the back wall. On the top and bottom 
squares collages of stained glass bits echoed 


[Please turn to page 61] 
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Modern Store Lighting 


Modern lighting installed properly can make displays more effective 
. . » New fixtures being developed . . . Use of theatrical theories of 
lighting advocated . . . Fluorescents alone or together with incan- 
descents form ceiling lighting patterns . . . Lighted cases discussed 


ITH THE trend toward windowless 

floors and perimeter stock areas, 

lighting becomes increasingly impor- 
tant in the design of modern department 
stores. Along with that trend, too, more and 
more emphasis in modern merchandising is 
given to display, which means that not only 
has lighting become more important but that 
lighting is being planned for the modern de- 
partment store from a display angle: to help 
focus attention on feature displays, to en- 


hance merchandise and to make display 
more attractive and more dramatic. As a 
result, displaymen are being called upon to 
assist in the planning of lighting for dis- 
play, even by the architects and interior 
designers for the building itself. 
Altogether it means interesting things are 
happening in the realm of lighting designed 
tor the modern department store, both large 
and small. Also, because of the increasing 
importance of lighting, the various types, 


incandescent, fluorescent, and mixtures of 
both, are being tested in an effort to de- 
termine the best possible effects. 

One of the major architectural firms de- 
signing department stores throughout the 
country today, John Graham & Co., has done 
considerable work in the field of light test- 
ing attempting to arrive at the best possible 
and most effective lighting for each of the 
stores they design. 

By and large, the only place where day- 
light, per se, comes into the modern store is 
at the front of the street level, at the en- 
trance and along the display window areas, 
if any daylight at all. At that level, adja- 
cent to the door and window openings, 
there is the problem of properly balancing 
artificial lighting with daylight. In pre- 
vious store structures, such balancing of 
light was the primary problem. Where such 
a situation occurs today, lighting is in- 
creased in intensity as it progresses into the 
store's interior away from the daylight 
sources. Any daylight factor, of course, 
would entail additional testings, such as for 
atmospheric range, which would involve the 
problems of hours and intensity of sunlight 
visible during the various seasons in a given 
geographic location. All these would prob- 
ably call for adequate engineering advice. 

However, the story is often quite different. 
Worthen Paxton, of John Graham & Co.’s 
New York office, advocates the use of thea- 
trical theories of lighting as the ideal basis 
for designing department store illumination. 
The theory used in the theatre is to begin 
with absolute darkness, the complete ab- 
sence of light, or blackness. From darkness, 
light is treated in two ways. First, there is 
the overall level of lighting necessary for 
customer traffic to move in safety and for 
the convenience of sales persons and shop- 
pers. The spot treatment to 
create punch or accent lighting in order 
to dramatize merchandise. 

In planning for the first, the ideal is to 
keep the intensity as low as trafhe 
permits so the accents for display are ef- 
fective. Mr. Paxton points out that there is 


Sect nd is tor 


sate 
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Aid to Profitable Display 


a difference of opinion as to the necessary 
intensity of lighting for safe trafhe move- 
ment. Such opinions vary from an intensity 
of 20-foot candles up to that of 0-foot 
candle power which is the intensity used in 
the brighter shoe stores where much of this 
overall light is employed to light open wall- 
hung shoe displays. However, Mr. Paxton 
states that tests have proven that any acci- 
dents occurring where light intensity is be- 
tween 20 to 25 foot candles have not been 
due to the light factor. In other words, 
20 to 25 foot candle power is a safe level 
of intensity. 

From the question of the overall level of 
lighting, the subject of lighting moves on to 
lighting for display. There are three ways 
in which displays usually are lighted: 1. 
the ambient light level of the store, 2. trom 
wired show cases and 3. by accent lighting, 
with light poured onto the displays from 
concealed fixtures, through baffles, or with 
spotlights. 

In designing certain areas of the store 
which will be used for special shop areas or 
for particular interest areas, Mr. Paxton 
says the designer has an excellent opportun- 
ity to create ‘different’ lighting effects. Many 
of the stores designed recently by John Gra- 
ham & Co. offer wonderful examples of these 
special areas with their uniquely designed 
lighting effects. 

For instance in the Abraham & Straus 
store in Babylon, Long Island, N. Y., the 
escalator on the main floor has a dropped, 
free-form false ceiling with lights 
cealed in the ceiling above it. These con- 
cealed lights create a diffused glow which 
serves as a focal point on the floor and helps 
direct traffic, in addition to enhancing the 
effect of the store’s interior. 

A different type of 
sign is used at the escalator in the Sakowitz 
store at Gulfgate near Houston, Texas. Both 
structures are dramatic and exciting and 
add to the overall display effect of the floor. 
At Sakowitz, the circular core is lighted by 
incandescent bulbs that reflect a glow onto 
the ceiling Then a dropped ring 


con- 


lighting-ceiling de- 


above. 
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conceals the light source, increasing the de- 
sign drama. 

In the Abraham & Straus store, fluo- 
rescent lights are used above the false ceil- 
ing, and incandescent spots stud the ceil- 
ing. 

It is interesting to note that the overall 
lighting for the Abraham & Straus store is 
done exclusively by fluorescent under cir- 
cular, flush ceiling fixtures. No incandes- 
cent light is used, except for an occasional 
accent for display and for brightening the 
escalator traffic area. 

Other illustrations from this store accom- 
pany the article on Abraham & Straus, 
Babylon, in the June 1958 issue of DIS- 
PLAY WORLD. 

At Sakowitz the overall lighting is dual: 
small round incandescent fixtures alternat- 
ing in the ceiling pattern with large, barred, 
plastic, square, fluorescent fixtures on the 
main floor. In another section of the store, 
small incandescent spots are centered in the 
larger fluorescent square fixtures. 

In the Stern’s store at Paramus, N. J., 
the directory signs near the escalator have 
white overhead canopies with direct lighting 
to aid in directing trafic. At the same time 
the handsomely lighted canopy enhances the 
decorative value of the directory board unit. 
There are illustrations of the Stern’s store 
in the article about that store in the July 
1958 issue of DISPLAY WORLD. 

Incidentally, John Graham & Co. designs 
ceilings with care, not only to obtain proper 
light value, but also to create a pleasing de 
sign pattern from the ceiling fixtures. The 
ceiling pattern must carry not only the 
lighting fixtures, per se, but the anemostats 


—Store interiors shown on these pages are, 
... lop right, opposite page, Frederick and Nel- 
son, Bellevue, Wash. Top left, opposite 
page, Abraham & Straus, Babylon, Long Island, 
N. Y. . . . Bottom left, opposite page, Helen 

Northgate, Seattle left, 
Gulfgate, Houston right, 


Sakowitz, Gulfgate, Houston— 


Rickert, Top 


Joske, Top 


By ESTELLA LANO! 


and sprinkler heads. For that reason, John 
Graham & Co. works out a 24-foot bay 
unit pattern of the various fixtures, be- 
tween columns, arranging the fixtures in an 
orderly, soft pattern that will be inobtrusive 
and unbusy, thus letting the customer's eyes 
focus only on merchandise. 

At times the ceiling pattern is achieved 
with large fixtures which include fluorescent 
tubes and incandescent bulbs within the 
fixture. Each fixture has the effect of 
blending the two types of light into a closer 
approximation to true daylight. In other 
stores, John Graham & Co. uses fluorescent 
lamps in separate fixtures, aided by round 
spots with incandescent bulbs. 

Where the architect special light- 
ings such as elegant chandeliers for part 
ot the decor, those fixtures are just that — 
decorative. The bulbs used in them are kept 
at a very low wattage, thus altering the 
overall lighting pattern in the store as little 
as possible. 


one 


uses 


At the Joske store, also located at Gulf- 
gate near Houston, Texas, an ornamental 
fixture forms part of the decor in the shoe 
department, but is fitted with small, 
wattage bulbs add little additional 
intensity to the overall lighting scheme. 


low- 
which 


In this store, the lighting scheme consists 
ot round fluorescent ceiling fixtures which 
have a grid pattern to prevent 
and seeing the bulbs themselves. In 
tion to the ceiling fixtures, the 
wash of daylight 
Cases, for 


looking up 
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foreground of the accompanying ill 
are wired tor high intensity display 
on the merchandise they contain 
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ANHATTAN took 
on abroad sweeping the 
world and even the solar system into 
its realm! There were many new, fresh and 
different treatments to intrigue Manhat- 
tan’s shoppers, who themselves come from 


display recently 


sce pe, 


all over the world! 

Ripley Rogers, display director for Black, 
Starr and Gorham, turned to the solar sys- 
tem for inspiration, and placed a golden, 
radiating sun at the back of his window. 
The floor was covered with a print fabric 

pink, red and orange tones. A mass ot 
flowers was arranged on the window floor, 
sun, and the flowers, too, 
red, pink orange hues. 


just below the 


ere in. the and 


Massed in the window in free form pattern 
were tiny clear glass globes or bulbs, each 


standing upon a circle of yellow paper or ot 
pink paper 

were the whirling, 
golden twin blades of a radiometer, 
run by the sun. 
“Mr. 
life on 


In each small globe 
which 1s 
A copy strip at the window 
Wonderful, the sun, 
earth all its remarkable 
beauty and wonder — and whose light gives 
diamonds their shimmering 
spins our solar motor.” 


said who 


front 
brings to 
loveliness and 

A card at the left side of the window 
pointed up the special diamond rings dis- 
floor were four diamond 
name tags. People massed in 
front of the window to watch the whirling 
blades in the small fascinated by 
the massed motion. 


played. On the 
rings with 
gl ybes. 


theme for a series of win- 
Saks-Fifth Avenue, where Henry 
F. Callahan 1s the display director. For the 
window pictured, the stone was the garnet, 
pointing up the “S.F.A.’s gem-cut 
— garnet tweed, cropped short — 
Fifth Floor.” 
Mr. Callahan arranged the display back- 


. : 
eround to 


(,ems were the 


, 
GOWS at 


legend 
suitings 
Suit Collections, 
suggest a laboratory with a sci- 
entihc teeling. The result was striking and 
different The floor was covered in black 
felt, the wall was a deep grey, to make the 
stand out to full advantage. Cen- 
tered in the background was a white panel, 
framed in black, on which were the pictures 

three uncut 


stuck into the 


setting 


garnets. Brass pins were 
garnets as though markers 
and strands of and black wool 


garnet yarn 
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Seeing the World 


Sun's rays sell jewelry for Black, Starr and Gorham . . . Unusual 
hosiery display at Bergdorf-Goodman . . . Hoops help present fall 
plaids for Arnold Constable .. . Italian cafe scene background for 


Franklin Simon’s autumn fashions . . . Gems and matching shades 


of ladies’ suits seen in Saks-Fifth Avenue windows 


—At top left, by Tom Lee, Bergdorf-Goodman 
. . . Center, by Henry F. Callahan, Saks-Fifth 
Avenue . . . Bottom, by Edward Cranston, 
Oppenheim Collins . . . Top left, opposite 
page, by Ripley Rogers, Black, Starr and 
Gorham .. . Top right, opposite page, by 
Thomas Russell, Peck and Peck .. . Second row, 
opposite page, left, by Charlies Lenhart, Arnold 
Constable . . . Second row, opposite page, 
right, by John Liles, Franklin Simon . . . Photos 
courtesy of Virginia Roehl Studio, N. Y. C.— 


were stretched taut from the pins, angling 
out to the window frame. 
Near the window front, on the left side 


of the opening, was a small table with a 
brass traming and a rose marble top. Brass 
scales stood on the table. In one side of 
the scales was an uncut stone, in the other 
a piece of costume jewelry. A _ laboratory 
bottle of red stood in front of the 
scales, and beside it was a microscope, its 


dye 


lens focused on a mass of costume jewelry, 
with more jewelry arranged on the table 
top. Garnet-hued stood on 
the window ledge. 

A lone mannequin posed in the setting 
wore a suit of the garnet tweed, with black 
gloves, black and a black fur hat. 
For color contrast a gold clip was pinned 
to her suit, and she wore strands of multi- 
hued stones around her neck. In one hand 
she carried a garnet red umbrella. 

At Bergdorf Goodman, Tom Lee, the dis- 
play director, designed a conversation piece 
setting. By handling the merchandise to be 
featured in a clever and unusual fashion, 
he let the merchandise be its own principal 
prop. 

In this instance, the merchandise was 
hosiery — the new colored hosiery — and 


shoes and bag 


shoes 


the caption was “The Renaissance Colors in 
a Contemporary stocking interpretation by 
Phoenix.” The copy was lettered on a pro- 
gram which a mannequin held in her hand, 
and she wore a gown and _  ~/headdress 
fashioned entirely of vari-colored hosiery! 
The hosiery was in tones of blue, red, green, 
orange and beige shades: her costume 
completed with and amber 
The result was effective and really 
quite handsome. Needless to say, the win- 
dow stopped upper Fifth avenue traffic ! 

The window floor was covered with white 
felt. Beige curtains were hung as _ back- 
ground drapery, and a painting, to carry out 
the art exhibition idea, was hung 
the curtain at the back of the 
A different sort of setting for the children’s 
world made use of the popular new 
that children all around Manhattan 
playing with these days. A window at Ar- 
nold Constable, where Charles Lenhart di- 
rects the display, had an open book-shaped 
panel set against a dark wall, which showed 
through openings in the double panel. 
floor was covered in black felt LOopy 
were tastened to the panel. 

On the right 


Was 
green 
very 


jewelry 


against 
window. 


how ps 
are 


The 
cards 
side of the window ftrame 
was the official legend tor the window, 
which read “On every book — tor every 
age, the Arnold Constable way is the smart 
way — Girls’ Shop, Second Floor.” 

The hoops were in blue, red, green and 
yellow. Two black and white plaster pups 
were arranged on the floor, one toward the 
center of the window as though playing with 
a sweater placed there. 
near the window 
window 


The second pup sat 
front, looking toward the 
area as though interested in 
what was going on. 


very 
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Six girl mannequins were arranged in the 
setting, one of them sitting in an opening 
of the back panel, and all wearing featured 
merchandise. More merchandise was grouped 
on the floor and fastened to the back panel 
Red, blue and green were the predominat- 
ing colors — repeating the bright hues of 
the hoops. 

“Something blue Something black — 
for National Blouse Week Blouse Bar, 
Street Floor” was lettered on a satin ribbon 
and stretched across the floor just beyond 
the ledge of a window at Oppenheim Col 


lins. The floor was black, and Edward 
Cranston, the display director, had hung 
champagne colored satin drapes as_ back- 
ground for the setting, in front of yellow 


painted walls. The window was tramed in 
simulated cement 

Two brass 
holstery were placed in the 
A mavy lighter 
were hung on white hangers and hooked to 
the back of the left bench. A _ string of 
white beads was placed in tront of the light- 
er blue blouse. On the right bench were 
two black blouses, one hung from a white 
The other held by a manne- 


\lso on 


benches with white satin up 


window 
blue 


area. 


blouse and a blouse 


hanger. was 


bench. 


quin who stood behind the 
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Through Manhattan Display ss 


the right bench were more white beads and 
a black box of Lanvin’s powder and a black 
bottle of perfume. A blue blouse was hung 
to the trame of the right bench and spread 
onto the floor. A blue 
on the floor under the copy strip. 
Two mannequins were posed in the set- 
ting, one behind each of the 


second blouse lay 


benches. 


“Your passport to Fashion via Moors 
McCormack’s S.S. Brasil” was copy for a 
window at Peck & Peck, where Thomas 


Russell is director of display. The 
card was held by a tiny gold hand at the 
top of a golden standard fixture. 
dow floor was carpeted in grey and strewn 


C% py 


The win- 


with blue and white chips. The end wall 
was white. A back panel and _ bench-like 
ledges were painted in mottled blue and 
white, in a wave texture. A map of South 


America was hung to the wire lattice above 
the back panel. 

On the back ledge stood a silvery bound 
panel with a green-blue top, and on that 
panel stood a scale model of the S.S. Brasil 
Blue spun glass was crushed into a drift 
toward the back of the ledges. 
down to the floor. On the floor 
copy card was a brochure of Moore McCor- 


mack ships, along with a black bag, a black 


hanging 
near the 


; 









Three mannequins were posed 


display, VW earing red sweate P 
In a series of windows at 


different types of cafe interiors 


panel in reverse ordet 


the panels, as were overhead 


ITH A CHRISTMAS 
setting on the main floor of the 
and with  trathc-stopping 
Christmas displays in the windows, the task 


wonderland 
store 


of arranging Christmas displays is tar from 
finished. The whole store, throughout every 
department, should be included in the tre- 
mendous holiday gift promotion. At least 
a suggestion of Christmas should be in each 
department whether it is a simple motif or a 
more elaborate Perhaps a display 
spot, or column caps, or a decorative tree, 
the background for an island display plat- 
form, a ledge trim, or perhaps, as has been 
done in some stores, mobiles hanging from 
the ceiling. 


decor. 


Among the many interesting spot displays 
used last year was a clever arrangement, a 
complete scene staged on a platform built 
over the escalator well at Gimbel’s in Phil- 
adelphia. 
form was 
Christmas 


The scene arranged on the plat- 
that of a family trimming the 
tree for the holidays. 


Uphold Holiday Theme 


By CLAIRE BROWN 


Christmas decorations don’t stop 


at the windows and main floor . . . 
Motif must be everywhere you 
look .. . Every ledge, column — 
even the ceiling — can suggest the 


holiday gift promotion 


The character of the display was casual 
and informal, a heart-warming sort of scene 
which might take place in anyone’s home. 
Father sat in front of the tree holding the 
sign which bore the message, “The family 
together — the secret of a Merry Christ- 
mas.” The sign was long and narrow like 
a list, and a Santa’s hat was on Father s 
head. Beside him was a pack with a 
Christmas ball decor on the side of it, the 
pack was loaded with gift packages. Mother 
was posed at one side of the tree with a 
small gift package in her hand as though 
ready to place it on the tree. 

At the opposite side of the tree, a pajama- 
clad child was up a ladder stringing lights 
on the tree. A nightgown-garbed girl stood 
near the ladder holding up the lighting 
cords. 

For another effective spot Christmas dis- 
play in the same store, a triangular-shaped 
column centering a circular platform, lo- 
cated at the entrance to the Specialty Shop, 
was girdled by a carousel-like canopy. The 
canopy was of gold-painted wire and deco- 
rated with red glass balls. Pointed glass 
ornaments were placed around the top edge 
of the canopy as a finish, making it resem- 
ble a huge crown. A tree-shaped decoration 
was fashioned against the support column 
face. The tree was made of gold and red 
balls, gold star bursts and miniature lights. 


> 


Three mannequins in formal gowns were 
posed on the circular platform and a copy 
card was placed in front of the column tree. 
Copy read “A new way to look by night — 
the Floor Length Dress.” 

John Rosenberg, display director for 
Abraham & Straus in Brooklyn, placed an 
artificial white tree on a platform outside 
the high fashion Rose Room department. 
The base of the platform was covered in 
black and white tile squares. 
trimmed with sheer red fabric roses and 
miniature gift-wrapped boxes. Two man- 
nequins, wearing high fashion dresses, were 
placed one to each side of the tree. This 
is not pictured. 

A narrow projecting ledge located in the 
accessories department of Abraham & Straus, 
also not pictured, was turned into a plat- 
form tor a gay holiday display. Mr. Rosen- 
berg used gold and white foil spiraling up 
to an overhead drapery of gold fabric. Two 
white posts rising to the ceiling were the 
actual supports for the unit, though the 
spirals appeared to support the canopy. 
Quaint and clever marionettes were ar- 
ranged on the ledge with striped 
gift boxes. Still another box with a mario- 
nette figure fastened to it was centered on 
top of the draped valance or canopy. Pink 
and gold glass balls were suspended from 
the bottom of the platform to 
the festive decor. 

A handsome Christmas decor on_ the 
second floor of May Company at Crenshaw 
in Los Angeles turned that floor 
dream-world. large red screens 
display platforms. 
grouped as though 
each red field. A single mannequin was 
posed in front of each starred screen, bal- 
ancing the star motif. 

very 


The tree was 


along 


complete 


ito a 
backed 
White holly leaves were 
side of 


Stars at one 


two sales floors of 
that same store was hung with an inverted 


tree consisting of ten red glass balls. The 


light through 
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Throughout the Store 


overall effect achieved by these trees was 
a most attractive Christmas atmosphere. 
Neither of these last two displays are pic- 
tured. 

A clever Christmas screen was used to 
back a display at the entrance to the sports- 
wear department of The Broadway-Down- 
town Los Angeles. White branches and 
bright green balls were framed in white 
wood to form the screen, with the effect 
enhanced by rows of tiny lights. Wires 
laced inside the white wood frame of the 
screen supported the branches, balls and 
lights. The display platform in front of the 
screen was also in white, marking a con- 
trast with the grey carpet on the floor 
around it. Two mannequins, each wearing 
a featured ensemble, were posed in front of 
the festive green and white screen on the 
white platform. 

In Robinson's at Beverly, Los Angeles, 
full length green wall panels formed back- 
grounds for beautiful religious angels that 
were suspended against the top of them. 
Each angel wore a halo of tiny lights and 
draperies of gold. Below the angels, man- 
nequins dressed in featured ensembles were 
posed on small display platforms along with 
white wire displayers and gift items. This 
series of panels formed an elegant Christ- 
mas display for the store. 

Ledges on the main floor of Bonwit Teller 
in New York City, where Gene Moore is 
the display director, were decorated with 
huge settings of white flocked branches and 
star bursts that seemed to grow from a 
decorative brasswork base. Brass and glass 
light units projected from four sides of the 
groupings and were lit by flame-shaped 
bulbs topping gold candles. These ledge 
units stood out dramatically against the 
subdued lighting used in the store. These 
units are not pictured. 

Emil Nelson, the display director for 
Stern’s, New York City, used white flocked 
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—lInterior displays featured here are, both top 
photos, by Gimbel Bros., Philadelphio . 
Bottom photo, by May Co.-Downtown, Los 
Angeles . . . Opposite page, top left, by 
Robinson's-Beverly, Los Angeles . . . Top right, 
by The Broadway-Downtown, Los Angeles 
Bottom, by Stern's, New York City— 


branches fanning out from platforms that 
girdled the columns in the toy department. 
Decorative gold railings edged the platforms. 
Pink and gold glass balls decorated the 
white branches, which were’ studded with 
miniature blinking lights. 

A decorative touch was added to the house- 
wares department at Bamberger’s in New- 
ark, N. J., through the use of white metal 
channel work suspended between two col- 
umns across the aisle. The channel work 
curved upward toward the center in a 
draped effect, as though an overhead valance 
arching the aisle. Miniature lights bor- 
dered the outer edge of the channel. Vari 
colored balls and foil stars were suspended 
between the metal trame and the 
This is not illustrated. 

Columns in the toy department at Bloom- 


ceiling 


ingdale’s, New York City, were decorated, 


appropriately, with toys. Edward Von Cas- 
telberg, the display director, suspended the 
toys from vari-colored ribbons, and they 
slowly revolved around the white column 
The overhead caps of the columns were 


covered with red and white striped paper, 


while the columns themselves were trimmed 
with gold foil snowflakes. 
not pictured. 

In the trim-a-tree department at May 
Company-Downtown, Los Angeles, a ledge 
trim depicted children busy trimming a 
tree. The small figures that represented 
the children were placed on gold ladders 
at either side of the tree. They held ropes 
of ornaments. 


These caps are 


There are many interesting ideas illus- 


trated in the accompanying photograph of 
that trim-a-tree department, which was a1 
ranged tor seli-service. For instance, from 
left to right, there is the column trim, whic] 
was actually merchandise that was for sale 
The merchandise placed in the display was 
arranged on black wrought iron framing 
Next, there are the red and gold colum 
Other 


stars and the giant 


enclosures. ideas imeclude the sus- 


pended candy canes 
hung trom the ledge where the children ar 
decorating the tree. \ll added to the festive 
Christmas effect of the department, as did 
the tree trimming merchandise featured in 
the department generally. 

Many, other effective treatments 
might be given from among the handsome 
Christmas decorations used last year by 


many 


stores across the country, turnishing ex- 
amples of how their display directors intro- 
duced the holiday atmosphere throughout 
the entire store. 
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Extra Promotions Attract Crowds 


By DICK JACHIM 


Eastland Shopping Center celebrates first anniversary . . . Leotard 
promotion eye-catcher for Robinson-Downtown . . . Barker Bros. 
and May Co.-Lakewood have attractive fabric displays . . . Framed 
panels provide background for Ohrbach’s-Wilshire high fashion 
windows . . . Late vacations in spotlight of Phelps-Terkel display 


HAT LITTLE extra in merchandising t them. This is especially amazing be- 

has a habit of regularly appearing at cause from no direction can one travel 50 

May Co.-Eastland in West Covina, by miles to the Eastland Shopping Center with- 

utilization of human and civic interests out passing by a large city and many shop- 
‘'s promotional programs. ping centers. 

promotional-minded team ol Besides these extra curriculums by May 

general manager: Fred Company, they participate in many of the 

manager, and Bill Terney, special events promoted by the shopping 

seem to have a knack in center. These usually are under the leader- 

and national human in- ship of M. Robert Clark, the advertising di- 

developing them into rector ot the Daily Tribune, the local news 


ing promotions that of- paper. 


er entertainment with shopping At this writing, May Company and the 


Th 


ults of these extra activities are Kkastland Shopping Center just completed 


successful that it is not uncom-_ celebrating their first anniversary. In addi 


hoppers to travel distances in the tion to the regular birthday specials, the 
ood of M) miles to take advantage occasion was commemorated in _ regular 


Eastland tashion, as well. This included 
a 1600-pound birthday cake. It was on 
display in the mall, and later sliced and 
served to the shoppers. Ending this pro- 
motion with this enormous and delicious 
birthday cake would, in all probability, 
prove eventful enough anywhere. At East- 
land, however, to slice the cake, they secured 
the services of the fairest in the land, 
Miss Eurlyne Howell, “Miss U.S.A.” 

The major event tor next month will be a 
complete professional circus, with wild ani- 
mals and all, under the big top which shall 
be located in a portion of the parking lot 
In the interim and for the first week of it, 
May Company is featuring two native Gua 
tamalan girls weaving fabric with na- 
tive designs on their looms. This is in con- 
junction with a Guatamalan skirt, blouse and 
yardage promotion. The shopping center 
will hold a drawing for a_ station-wagon 
also. 

An imaginative leotard window was in- 
cluded in a= striking series of campus 
tashions at Robinson-Downtown. Lee Platt, 
display director, used dark brown walls, al- 
most black, to accent a scene of vivid fall 
colors. The wall was decorated with a 
wood structure made of sand-blasted natural 
pine boards. One of them ran vertically, 
the other horizontally, and both crossing 
at about their center to assist in creating 
the autumn feeling. An applique of chrys- 
anthemums, two color ribbon, yellow on one 
side and Orange on the other, and the 
reader added flavor to it. The sign was 


—At top, both photos, by Lee Platt, Robinson- 
Downtown . . . Bottom, by William Meissner, 
Ohrbach's-Wilshire . . . Top left, opposite 
page, by Mel Keith, Phelps-Terkel . . . Top 
right, opposite page, birthday cake on the mall 
at May Co.-Eastland (photo courtesy of Daily 
Tribune) . . . Center, opposite page, by Clar- 
ence Chaney, May Co.-Lakewood . . . Bottom, 
opposite page, by Fred Bower, Barker Bros.— 
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To Los Angeles Center 


beige with a drawing of a yellow chrysan- 
themum. The caption, in green lettering, 
read “Campus Kick Off,” and then tollowed 
copy pertaining to the merchandise. 

In the foreground, a mannequin wearing 
a pair of leotards in blue with a matching 
color bra, also formed from one ot them, 
held an arm full of legs dressed in different 
colored leotards. On the floor, a_ lower 
torso, also in leotards, flanked each side of 
her for a very effective window. The bal- 
ance of the carried merchandise 
catering to back-to-school. 

Another window by Lee Platt featured 
Reed and Barton’s new diamond pattern in 
silverware. He created an elegant at- 
mosphere for the introduction by the use 
of white with red accents. A red taffeta 
puffing in free form decorated the back 
wall and extended onto a table to the right. 
It was covered with an exquisite white table 
cloth. A setting of tableware, including the 
new pattern ot silver, adorned it, and a 
large, beautiful red rose accented it. 


series 


White diamond squares with silverware ap- 
plied were suspended trom the ceiling be- 
hind an elegantly dressed mannequin. She 
was all in white except for a red sash 
Diamond-shape scatter was sprinkled 
onto a red floor to add a glittering at- 
tractiveness in the design being introduced. 

\ romantic oriental feeling created at- 
tention to a drapery tabric promotion at 
Barker Bros. Fred Bower, display director, 
glorified their by combining 
the different pastel colors with metal threads 
woven through to depict a luxurious setting 
one would associate with a harem or some 
elegant room in an oriental palace. 

White walls had line red-earth-tone 
drawings of an oriental city on them. Ostrich 
feathers in pastel shades of turquoise, pink 
and red, which were attached to bamboo 
poles or in bouquets, were interspersed 
throughout the area, and a large green- 
leafed palm tree in the background added 
realism to the scene. 


trim. 


exquisiteness 


1958 


NOVEMBER, 


A rich, colorful oriental rug, in patterns 
of red, orange and yellow, covered the 
floor. Bolts of tabric nonchalantly strewn 
over the floor lended an opulent feeling of 
wealth. 

Another yardage and trimmings promotion 
in fall designs and colors was found at May 
Company.-Lakewood, where Clarence Chaney 
is the display manager. 

Mr. Chaney cleverly described the mer- 
chandise through the use of a cutout of a 
sewing machine covered in fabrics with 
tolds of colorful fabrics streaming through 
the mouth of it and flowing onto the floor. 
To the right and in front of this an actual 


[Please turn to page 47] 
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By ROBERT M. HEILBRON 


About this time the displaymen will feel 
like throttling the next person who men- 
tions Christmas. However, this all-impor- 
tant event can be treated in many ways; 
depending upon the store’s policy, a strict 
merchandise type of window, a high fashion 
showing or an institutional spread. I have 
tried in the following sketches to give you 
one of each. 


A more or less institutional window with 
old fashioned Santa Claus appeal. This 
window would probably cost the store a 
little money, as the Santa should be full 
round and life size. The other items are 
up to the displayman’s imagination. 


Now for high fashion—this is the win- 
dow still plugging luxury items, be they 
furs, as illustrated, or sweaters, blouses... 
even jewelry. Suspending the upper half of 
your mannequins gives an airy look. Any 
kind of white or frosted Christmas bell 
should be hung against a dark background, 
or if your store has open windows, simply 
suspended, can be most festive. 
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With most men’s windows it’s best to be 
strictly merchandise. A large tree made of 
brass wire that has large spaces for rigging 
merchandise is a suggestion. Stars, or 
what have you, over the merchandise can be 
shown coming out of gift boxes on the 
floor. 


A simple and inexpensive New Year’s 
Eve window — cut-out clocks with the 
black and white tile. 


| polo 
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A shadow box treatment for any small 
article that can be quite an eye-catcher — 
merely get as many of the half-round 
Christmas plastic balls as space allows. 
Around the frame of the shadow boxes use 
full round balls on wire stems. 
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The Clothing Cupboard 


By DAN BROGAN 


ISTINCTLY masculine in appeal and 
catering specifically to the college men 
is “The Clothing 
‘'s clothing store in the small 
Vermillion, S. D 


(upbdoard, an 
usud men 
versitv cCitv of! 

Anvone who 


wide 


steps into this small shop, 


long, 1s cog- 
nizant of the cultivated by an 
imagination, which enabled Wynn A. 
student, to 
$40,000 in his second year ot operation while 
tull 


only 24 feet and 2/ teet 
unique idea, 
active 
(;unde college QToOssS 


rson, as a 
Carrying a load of college subjects. 


transfer student, he sensed 
is arrival on the campus of the 
University of South Dakota the need for 


apparel 


sophomore 


a higher-tashioned, collegiate-type 
outlet, a store that would offer more distinc- 
tive clothing than the two local department 
stores which carried men’s clothing. 
Having to work his way through college, 
he started to sell students from a suit 
going trom door to door, featuring repps, 


challis and toulard ties, fancy weskits and 


case 


tailored clothing. He was so successful that 
by spring he felt that with sales from the 
trafhc he might be able to 
small shop. With that thought in mind he 
attended a buying show in Minneapolis, and 
while there committed himself by ordering 
various lines not knowing how he was going 


street open a 


26 


A unique shop for college men. 
only 24 feet feet, but 
crammed with original ideas for 


by 27 


effective display at low cost... 

Homespun Early American motif 

established definite masculine re- 

laxed personality 
to finance them and not sure that he would 
be able to open a shop. 

Finally, after several umnsuccesstul at- 
tempts, he was able to establish a 
string of credit and rented the little shop. 
He was determined that the store should 
have personality, a definite masculine ap- 
peal, offer high quality clothing and have a 
relaxed buying atmosphere. Too, it had to 
be a business that would finance him through 
college and, he hoped, one that would be- 
come a permanent business and be devel- 
oped further after his graduation. 

He named it “The Clothing Cupboard” 
because of its small size and shelf arrange- 
ment; the building had formerly been an old 
tailor shop. For the interior he 
an Early American design, planning to use 
antiques for decorative purposes. sut by 
the time he had financed the stocking of 
ivy league clothing and some imports which 


shoe 


selected 


he was introducing, he found that he could 
not afford to finance fixtures and display 


racks as listed in the catalogues 

That was when he decided to use the an- 
tiques for display racks which, in the end 
has made the store so unique, distinctive 
and inviting that men can't resist 
going in to look around, which results in the 
constant ring of the cash register. To find 

rummaged through old 
Some were given him and 


college 


these antiques he 
barns and attics 


the remainder cost around $10 


For 


presenting his 


instance, to carry out his policy ot 


clothing over-all 
casualness, he jackets 
hung from two large wheels picked up in 
the basement of the old city hall and 
a century earlier on the old hand-drawn 
fire-hose cart of the volunteer fire depart- 
ment. Sand-papered to a velvety smooth 
ness, he painted, polished and mounted them 
on a ball-bearing gearing so that they turn 
as smoothly as a lazy-susan. As the wheel 
is turned the garments are well displayed 
as they swing on the hangers hooked around 
the large rim. On the wall back of one of 
the wheels is an eye-catching old flint-lock 
gun with its powder horn inviting the cur- 
ious fellow into that department to look at 
the gun and coincidentally at the suits. 


with an 


displays suits and 


used 
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Nearby is an old Indian peace-pipe. Im- 
ported Oxtord weaves and sports shirts 
hang from an old pioneer homesteader’s 
breaking plow neck yoke bracketed on the 
wall, slanted downward for good display. 
To create interest and enhance the pioneer 
motif is a highly polished ox-yoke sus- 
pended from the ceiling near the back of 
the store. 

Thrown across the spokes of an old spin- 
ning wheel are some of his highest grade 
and most distinctive socks while here 
and there on ledges around the store is an 
old wooden coffee grinder, colonial copper 
tea pots and some Norwegian copper plates 
brought by immigrants when they settled the 
local area. 

To accentuate the real-leather quality of 
his belts he has them draped over an old 
harness maker’s bench once used to sit on 
while sewing harness and saddles. Ties are 
casually hung on an old shaving mirror 
that sits atop one of the cloister type chest- 
of-drawers he uses to carry out the cup- 
board idea. On the chest-of-drawers and 
display tables are bright red and green 
tartar plaid scarves to give a touch of color 
and emphasize quality. English imported 
hand-blocked ties are hung on mounted 
drift wood which he himself picked up 
along the nearby Missouri river and fin- 
ished. Others hang from the Civil War vint- 
age cavalry sword bracketed on the wall. 

Unusual also is the display of ivy league 
caps which may account for some of the 
2.000 sales he had of them, after he had 
hesitatingly ordered only two dozen, think- 
ing they would not move. These are dis- 
played on the open lid of an old sea cap- 
tain’s trunk and others are stocked in the 
trunk. Nearby is a sea captain’s chair 
glamorized with a bright-red leather trim. 
To call attention to the hat department, he 
has an old English topper that projects 
casually out of its white-satin lined black 
leather box. 

As the high ceiling of his narrow store 
created an aloofness, he installed electric- 
wired colonial kerosene chandeliers down 
the center to make the ceiling appear lower 
and to give the store a more triendly at- 
mosphere. Along the sides he installed the 
same type hanging lamps which turnish side 
lighting in those areas. Planters were used 
to make the room seem shorter and to zone 
off departments epigraphs 
such as “Ye Old Tie Shoppe,” “Jewelry,” or 
“Shirts.” A large “The Clothing Cupboard” 
sign hangs outside the main entrance, 
lighted by an old coach lamp. These signs 
are carved trom dark-brown wood with the 
Old English script stained vellow to make 
them easy to read. 

Fitted into the paneling near the front, 
behind the cash register, is a three-dimen- 
sional picture of the local college stadium 
filled to capacity. 


designated by 


Beside it is the sched- 
ule of the games ot the season, changed to 
basketball and track as the seasons advance. 


—In the center of the opposite photo is Wynn 
A. Gunderson, owner and originator of The 
Clothing Cupboard . . . At right, sports shirts 
are well separated as they hang in grooves on 
the well polished neck yoke converted into a 
display rack . . . Next to the rack stands an 
old harness maker's bench that dramatizes the 
real-leather quality of the belts draped across 
Th 
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Soon after he was established men from 
the Campuses ot other colleges located in 
much larger cities to the east and south 
within the radius of 100 miles began drop- 
ping in because he offered more distinctive 
clothing than they were able to buy locally 
Inviting offers came to move him to one 
of the larger cities or to purchase out- 
right his trademark and display features. 
Instead, with his graduation and military 
service behind him, he has opened a similar 
store at Lincoln, Neb., where a larger uni- 
versity and some smaller col’eges are lo- 
cated and he is managing both. 

From the beginning he has worked to 
have his shop associated with the best in 
merchandising, to have his customers gain a 
sense of loyalty and pride in purchasing 
things from “The Clothing Cupboard.” That 
he has succeeded is evidenced by the fact 
that “The Clothing Cupboard” has become 
a by-word on the campus as a store of 
quality. That may account for his state- 


ment that he expects to double his sales 
in the home store over what they were the 
past year. 


































Freund Recovered from 
Recent Illness 


Emanuel Freund, founder and president. 
of Decorative Plant Corp., New York City, 
has recovered from his recent serious ill 
ness and his many friends will be glad to 
learn that he has resumed his 
activities. Mr. Freund is the 
Sylvan Freund, ex-president and chairman 
of the board of directors of the National 
Association of Display Industries 


business 
father oft 


Henry Hanger Now 
In New Building 


Henry Hanger Co. of Calit. has moved 
into its own building at 3101 South Hill 
street, Los Angeles, after 13 years tn that 
city. The building provides more spacious 
quarters with its 17,500 square feet of space 
making possible larger stocks of its mer- 
chandise for faster service. The company 
specializes in a complete line ot garment 
hangers, display imported 
novelties. 


specialties and 
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Scale miniature of the City of Seven Hills created in fabulous 


detail is appearing in department store windows throughout 


the country . . . Birthplace of Simonetta’s perfume . . . Entire 


project is accomplished by former residents of the ancient city 


AUL WOOLARD, vice-president in 
charge of sales for Simonetta, Inc., 
phoned Al Bliss one day to ask, “How 
much would a model of Rome cost?” Mr. 
Bliss asked, “With or without Alfredo’s ?” 
In less time than it takes to say “arrive- 
derci” Woolard straightened Mr. Bliss out 
by saying he wanted a display model of 
Rome that could be used by leading depart- 
ment stores in windows or cosmetic depart- 
ments. It should be about five feet long and 
two and a half feet deep. It should show 
famous landmarks of Rome in accurate di- 
mensional detail. It should have the quality 
of a museum exhibit. It should be finished 
in eight weeks. It should sell Simonetta’s 
tabulous fragrance. 


This is the kind of job that is either easy 


28 


or impossible easy 1f first approached 
architecturally, impossible if first approached 
decoratively. 

The first job was to select the best known 
and most dramatic landmarks of Rome, 
which were: the Basilica of St. Peter, Castel 
Sant’ Angelo, the Pantheon, the Imperial 
Forum, the Coliseum, the Arch of Constan- 
tine, the Trevi Fountain and the Spanish 
Steps. 

The next step required scholarship. It 
wasnt enough to understand the “look” of 
Rome; one had to know all about the land- 
marks selected. One had to know overall 
sizes of each landmark. The Basilica of 
St. Peter, for example, had to be more than 
a sketchy artistic mass. It had to be pre- 


cisely 1,440 feet long by 650 feet wide by 


view of landmarks as seen if 


one of the seven hills of 


—Bird's-eye 
standing west on 
Rome— 


450 feet high to the peak of the cross on 
the dome. The Coliseum and the Forum 
had to be more than romantic engravings 
in the manner of a Bibiena. They had to be 
accurately sized and located in a physical 
area identical with their locations in the 
city of Rome. 

Fortunately, these have been re- 
corded by famous architects throughout the 
last 500 years. The Metropolitan Museum, 
the New York City Library, the Cooper 
Union Museum, and other college libraries 
have on record architectural plates showing 
these accurate With equally good 
fortune, a 21-year-old art student was work- 
ing for Bliss Display during his summer 
vacation this year, cne who could do the re- 
search the way it should be done, as only an 
art student could do it, with cool patience, 
scholarly enthusiasm and young ambition. 
He was John Gianfagna, Jr., son of John 
Giantagna, art director and member otf 
Bliss Display. John, Jr. was a scholarship 
student at Pratt Institute. 

Mr. Bliss threw the 
John as though it were a 


ROME 


assignment, knowing that since his average 
grade was in the upper nineties, both Bliss 
Display and Simonetta couldn't lose. 
After the overall sizes of the landmarks 
were recorded a scale had to be established 

. one that would accommodate all eight 
landmarks in a space 5 feet by 30 inches, so 
that each would be correct in its relative 
proportion to the other. Cardboard models 
of shell contours were made, then revised 
until an ultimate scale of 15 feet to the inch 
was selected. 

The next step required over 300 scale 
elevations, plans and sections. Each land- 
mark was then hand-turned and carved out 
of wood. These wood models were used to 
make the original moulds. Duplicates were 
cast in a strong light Hydrocal composition. 
In many places, undercuts made processed 
reproduction impractical. For example, in 
the Trevi Fountain and the statues on the 
bridge of Sant’ Angelo. In these cases, each 
statue was modeled separately out of celas- 
tic on a wire armature. 

The question of where realism should 
stop and stylization begin was a big one. It 
was decided that all landmarks would be 
faithfully represented — no liberties here; 
but the location of each landmark within 
the whole area would be approximate. Size 
limitations made it impossible to retain 
precise distances between buildings. How- 
ever, a northwest axis was arbitrarily se- 
lected so that when the landmarks were put 
together on one 5 foot space, they would 
face the way they would if one were stand- 
ing in a southeast position on one ot Rome's 
hills. Streets were faintly suggested 
and in no way professed to be accurate. 


sizes 


sizes. 


problem to 
regular 


young 
school 


seven 
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Wasn't Built in a Day... 
It Took Bliss Eight Weeks 


Color seemed to design itself. Rome is 
ancient. Rome is eternal. Rome has dig- 
nity and elegance. The architecture is 
monumental, but the overall melange is 
warm and friendly. It is imposing but not 
frightening. It is magnificent but personal. 
This indicated that the color should be uni- 
versally warm. Since the landmarks were 
made to a reduced scale they should be 
enveloped in an aerial perspective atmo- 
sphere of warm grays. The texture of Rome 
is vibrant; no flat slick, sleek aluminum, 
steel or glazed tile; no shiny glass facades 
such as those of her infant sisters, New 
York and Rio de Janeiro. Therefore, this 
model made the most of Rome’s rhythmic 
dimensional textures. 


Man hours of themselves mean very little. 
To say that there were over 3,000 man hours 
used in these models might impress a com- 
piler of facts for the Farmer’s Almanac 
(or a Bliss payroll clerk,) but those who 
know and love Rome, and those who want 
to know Rome would only be impressed with 
the dramatic charm that this model has 
captured. Perhaps this object was achieved 
because every craftsman, wood carver, 
sculptor, draftsman, and artist who worked 
on this job was Italian, and all had lived 
in Rome. 


stores have 
miniature Rome in 
their windows and many others plan to do 
so during the next six months. Lord and 
Taylor, New York City; Marsh, 


Several leading department 
already exhibited the 


Jordan 


—At right, sculptor modeling Dome of Basilica 
of St. Peter— 
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—Above, Paul P. Woolard, left, vice-president 
of Simonetta, Inc., accepting the model of 
famous Roman landmarks from Albert Bliss of 

Bliss Display Corporation— 
Boston; Halle Bros., Cleveland: 
Akron; J. L. Hudson, Detroit; Kaufmann’s, 
Pittsburgh; and _ Bullock’s, 
1ave used it with much success. 


Los 





Cohen Bros. Names 
New Displayman 
Robert Brown, former display director at 
Boggs & Buhl, Inc., Pittsburgh, is the new 
display director for Cohen Bros., Jackson- 
ville, Fla. William Hughey, his successor 
who resigned, has not announced his plans. 
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M. O'Neil, 


Angeles, 


FREE 


IDEAS FOR 
BUILDING SALES! 


Just off the press! 
A terrific new cata- 
log describing the 
complete line of 
VUE-MORE display 
turntables and 
BREVEL animation 


motors. 





Write for your copy today. 


VUE-MORE turntables are: 


QUIET PRECISION MADE 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 


Quiet, versatile, efficient Brevel 
motors are designed for maximum 
power and precise movement—yet 
compact enough to be used in any 
motion display. 


Dept. D.W.-11 








Gentlemen: Please send me a free 
copy of your 6 page Fall Catalogue. 


Name 

Title 

Company 

Address 

Zone 


City State 


VUE-MORE CORPORATION 
& Ores of BREYER PROCUATS 
60) WEST 26m STREET © NEW YO@R 1. WN Y 


NO 
‘Oo 





St. Louis Spark May Kindle Flame 


For Eventual Display Federation 


ISPLAYMEN throughout the country 

will be following with interest the 

activities of the St. Louis Display 
Guild this coming year as the )-year-old 
organization embarks upon a rejuvenation 
program which may well provide the pat- 
tern for display groups eisewhere. It is the 
hope of President Harry Guest that the 
spark may be kindled that will lead to the 
establishment of a national federation of 
displaymen, a goal that has been approached 
unsuccessfully in the past. 

The latter is the final step in a ten-point 
program upon which the Guild has been 
working diligently throughout the past sum- 
mer and which was officially “kicked-off” 
at the September 16 meeting of the group, 
attended by 90 persons. At that time a panel 
composed of three ladies: a professional 
woman, a housewife and a teenager, to- 
gether with three displaymen, discussed the 
topic of “How to Stop a Shopper.” It was 
followed by another panel October 14 at 
which merchants presented their opinion 
on the value of display. 

A noteworthy achievement im the rejuve- 
nation program initiated by the St. Louis 
Display Guild is the united support given 
the projected program by the top display- 
men in that area as well as representatives 
t the display industry. If this enthusiasm 
can be maintained over a long period of 
time it will present a welcome model for 
other clubs and future clubs to follow. 

Social activities have not been overlooked 
in the projected program. On September 20, 
the Guild held its annual barbeque and 
square dance, attended by 75 members and 
21 triends. To tollow will be a Christmas 
party, Mardi Gras party and the annual 
installation dinner dance next June. 





Aiming at providing a balanced program 
ot business as well as social objectives, Mr. 
(,uest divided the Guild into two sections to 
handle these two phases. Marvin Powers 
and Jack Chord are co-chairmen of the 
business committee and Lynn Hickman is 
in charge of the social committee. 

Working with these three to formulate the 
(,uild’s program tor the vear were: Gerry 
Satterlee, Pete Berta, Frank Harrison, Wal- 
ter Zemitzsch, Adrian Delsman, Joe Mer- 
curio, Gene Lacey, Don Zork, Veda Hum- 
phrey, Milt Larson, Lou Hoell, Don Goevert, 
Bob Minard, Carl Baum, Tom Hughes and 
Jim Hill. 

The ten-point program which they devel- 
oped is summarized as follows: 

Membership Drive: A goal of increasing 
membership 100 per cent was set, with a 
strengthening of the present dues payment 
system. 

Educational Program: The possibility of 
attracting the interest of the younger set 
engaged in, or allied with, the display pro- 
fession 1s proposed. 

Annual Directory: A directory gives an 
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Top displaymen as well as repre- 

sentatives of industry united in 

support . . . Social activities not 

overlooked . . . “Shoppers” panel 

kicks-off project . . . Awards to 
boost Guild prestige 


organization prestige as it is visual evi- 
dence of organized effort. No name would 
appear in it until annual dues are paid. 

Regular Noon Meetings: Meetings will be 
held the first and third Wednesdays of each 
month. At present the noon meetings 1n- 
clude only the officers and board members. 
They are urged to invite their friends, those 
in the industry who are not Guild members, 
out-of-town members of the industry and 
other members of the Guild. Organized 
programs will be arranged when the attend- 
ance increases sufficiently. 

Independence Program: It will strive, 
through gradual process, to eliminate the 
Guild’s dependence upon various sources for 
financial support by making the Guild pay 
its own way as it gains strength. 

Civic Service: It is planned to intensify 
the Guild’s service to the community with 
the object of building prestige. 

Display of the Month Award: The choice 
of an outstanding window display each 
month will be made by a group of authori- 
ties related to the industry, possibly Ad 
Club members, also hopeful of building pres- 
tige for the Guild. 

Guild Award for Civic Service: This 
would entail a monthly award for civic 
service which would also add to Guild 
prestige. 

Guild Club Room: It is proposed to lay 
the foundation, at least, this year for the 
establishment of a room for the Guild mem- 
bers, which would insure greater tellow- 
ship and offer out-of-town members of the 
industry a headquarters to operate from 
while in St. Louis. 

National Federation: The last point is 
the long range program of, first, establish- 
ing a loosely knit federation of all those 
engaged in the field of display, with the 
objective of establishing a strong national 
organization. 

This is a very ambitious program Mr. 
Guest and the Guild has formulated. Even 
if only a portion of these points are ac- 
complished in this coming year, it will be a 
successful one and will lead many display- 
men to the realization that strong local 
display clubs are possible today, as in the 
past. 

If the opening meeting September 16 and 
the barbecue-square dance the following 
Saturday evening are any indication of the 
(Gsuild’s future, then it can be said that suc- 
cess 1s impending. 


“How to Stop a Shopper” was the title of 


— Horry Guest — 


a panel moderated by Bruce Barrington. 
Representing “Mrs. St. Louis Shopper” 
were: Miss Martha Alson, who ts a part- 
ner in one of St. Louis’ public relations 
firms, a past president of the Women’s Ad 
Club and most prominent in civic affairs; 
Mrs. Rodman Durtee, a housewife, and Miss 
Judy Wellons, a teenager. Displaymen on 
the panel were Pete Berta, Otto Lasche and 
Gerry Satterlee. 

After the moderator opened the discus- 
sion by saying that “Professional display- 
men are constantly trying to find new and 
exciting ways to attract the buying public 
and new ways to state the personality of 
their particular stores. In order to help 
them evaluate the work they are doing at 
the present time and to help them take a 
fresh, more enlightened look at their future 
plans, we will ask “Mrs. Buying Public” 
for her opinion on “How to Stop a Shop- 
per.” 

From there he proceeded to ask such 
questions as: Do you window shop? Is 
there anything that you can think of that a 
display director could do that would make 
you take the time to look at a display? 
What do you think would stimulate more 
interest in window shopping — make it 
really fun? If you were a display director 
and could create a window display just for 
you, what would it be like? 

At the close, photographs of several win- 
dow displays were projected onto a screen 
and were evaluated by the ladies. 

Similar questions and the same _ photo- 
graphs were posed to the merchants, panel 
guests for the October meeting. Future 
panels will include fashion experts, store 
architects and designers and professional 
advertising people. 
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Thank You, World 


Macy’s Celebrates Centennial 


ERALD SQUARE is echoing from the 

applause received by Macy’s “Thank 

You, World,” the finale to the store’s 
100th anniversary celebration, which earlier 
proclaimed “Thank You, New York” and 
“Thank You, America” for its first century 
of prosperity. 

This once-in-a-store’s-lifetime opportunity 
challenged the display department to spare 
no effort towards creating a sales and pres- 
tige producing promotion that will be re- 
membered long after the displays are dis- 
mantled and others installed in their places. 

In preparation for the “Thank You, 
World” export promotion, John Foley, dis- 
play manager, embarked upon a three-month 
trip around the world, visiting France, Italy, 
Sweden, Hong Kong, Japan, China, Spain 
and India. In addition to selecting ma- 
terials for store displays, he also purchased 
native fabrics such as pure silks, table 
linens and other goods specifically for this 
promotion, which would not normally be 
purchased by Macy’s foreign buyers. 

Prior to the trip, Macy’s had consulted 
American fabrics concerns producing for 
both women’s clothing and the home fur- 
nishings markets and determined that the 
popular fall colors would be a range of 
oranges, a bronze green shade, together with 
white and black. All goods purchased for 
this import promotion, therefore, had to be 
in these colors. 

While in Paris, Mr. Foley discovered in 
the Louvre the figure of the herald mounted 
on a horse, which later formed the basis 
for the displays in Macy’s 46 show windows 
and throughout the store itself. 

With banners carrying the message, 
“Macy’s says Thank You, World, for the 
world of things we enjoy,” ledge trims con- 
sisted of handsome tableaux for key coun- 
tries involved in world trade, pointing up 
the special things for which we are indebted 
to each. 


Tour of world by display manager 
precedes export promotion .. . 
Ledge displays praise key countries 
... Louvre provides central herald 
figure idea ... Fall colors promoted 


Representing Denmark (photo top left) 
was a Danish peasant in authentic costume 
and accompanied by a panel mosaic made 
of thousands of varicolored seeds. Shocks 
of grain tied with bows stood about the 
ledge. 

Hong Kong (second photo from top) was 
thanked by Macy’s “for your traders who 
make East meet West.” “An old and wise 
Chinese merchant” stood by near the sail of 
a Chinese junk. Overhead hung several 
Oriental bird cages. 

Spain (third photo from top) was identi- 
fied as the “land of the bullfight and flamen- 
co dancers.” Featured was a bullfighter “in 
all his glitter and glamour.” 

On other ledge displays not shown other 
traditional authentic costumes were figured 
prominently, such as a Japanese actor's 
elaborate costume, a Venetian gondolier, a 
French peasant, a court dancer from Thai- 
land and an elaborate Indian Rajah. 

One window display (bottom photo) from 
that promotion, contained the legend “Macy’s 
says, Thank You, World, for a world of 
fashion — Soft Touch — The soft, soft 
leather bag, new in itself — newer in our 
garden of colors — Here from France and 
England in Macy’s Accessory Bazaar...” 
The floor of the window was covered with a 
beige carpet. The wall was a yellow toned 
beige. Side panels were in white with de- 
tail trim of gold, and featured a black and 
gold herald, with a bannered horn, mounted 
on a bedecked charger. 

Overhead at the window front was a 
valance consisting of a black strip over 
which were mounted white ribbons. Be- 
tween each pair of ribbon strips was a trim 
of gold braid. The main property for the 
setting was a golden tree, standing on a 
base painted to match the wall. Red and 
blue accessories were arranged on the 
branches of the tree, with two golden wire 
head forms and jewelry items. More red 
and blue accessories were grouped on the 
fioor in front of the tree, along with the copy 
card and gold jewelry. 

Two mannequins were posed in the set, 
the one nearest the tree wore a blue ensem- 
ble and had pearl beads around her neck 
and gold and pearl earrings. The second 
mannequin was dressed all in red with red 
beads. Her only color contrast was a pair 
of gold earrings. 

Among the display concerns which as- 
sisted in making Macy’s “Thank You, 
World” promotion so colorful and successful 
were Four Seasons Associates, Zaria, Brunn 
& Bertheim, Spaeth and Jean Ballin De- 
signs. 
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——s COLOR @ COLOR @ COLOR |! 
/IN YOUR STORE INTERIOR All the richness of velvety silk screen 
OR WINDOWS! color. . . the arresting brilliance of 

< Day-Glo... so vital . . . so lively 

. and, so beautifully done. 























STREAMER A925 10 to 24.. 
HEAVY PAPER (12x 38") 25 to 49. . 

A nice piece for universal use . in the 50 to 99. . 

windows. . . in the store. The vivid color 100 to 199. . 

gives them a fine festive choracter. 200 and over . 50% 
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“VISIT OUR TOYLAND" a 


a x / £ : $ / / ai. CUT OUT DISPLAY 


SMARTLY DIECUT = lto 9... 6.45 

mOBIiLeE ce. oe (F\ gabe ; 10 to 19. . 6.00 

: Sa. 38x 50" 20 to 49. . 5.87 

Hang these like mistletoe. They 10 to 24. .3.75 Ae ie, OE 
twirl with the slightest air move- 25 to 99. . 3.50 7 Fa B : 

‘ Wi SILK SCREENED IN 8 COLORS 
ment... the snow glitters... the 100 to 199. 3.00 ‘ei. A coe sijiags 
Day-Glo dances with brilliance. g: eee : ay og | ? Here's slick styling in a large dis- 
A gorgeous decoration. ALL MATERIAL IN ~ ~ * play. Extra Heavy board. Well 

FULL COLOR & DAY-GLO oo ' constructed. Stands by itself. 





ALL MATERIAL SHOWN ABOVE IN STOCK FOR IMMEDIATE SHIPMENT e F.O.B. NEW YORK 


PARGAMENT:- FIDLER 


307 CANAL STREET NEW YORK WOrth 6-2470 
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— Living Foods — 


HAT IMPORTANT or significant 

developments have taken place in 

the design and use of displays in the 
last three years? If I were to ask that 
question you would quickly say “more 
gadgetry, more stunts, more light, motion 
and plastics,” but you might not get into 
the reason why. 

It's simple: There are many more good 
displays than there are places to put them. 
Just as competition is tougher in all adver- 
tising media, and also in all merchandising, 
it is more difficult to get up displays in 
retail stores. Jn years past I often cited 
the DuPont Surveys and how they proved 
that displays influenced impulse buying. 
Now everybody takes that for granted. The 
problem is how to get them up. 

As new displays are offered in great 
variety, retailers become more sophisticated. 
They demand something more than a display 
to sell just one product because they realize 
the importance of every foot of display 
space. Since it is harder to get up displays, 
salesmen become reluctant to fight for the 
space. You hear salesmen say: “I’m paid 


to sell goods, not to sell displays. If I use 
my personal influence with a customer to 
get up a display, I just cant use it again 
to press for an order. If one thing has to 
suffer it's not going to be the order because 
that’s what I'm paid for.” 

To get a display used a salesman should 
have a sim 


ple and satistactory answer to the 
“What's in it for me?” We must 


question 





—Tempting food tie-in — 
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What's in It for 


By N. J. LEIGH 
Chairman of the Board 
Einson-Freeman Company 

Fair Lawn, N. J. 


Excerpts from a talk made before 
the Advertisers’ Club of Cincin- 
nati ... Included demonstrations 
of successful methods which illus- 
trate how to build into a point-of- 
purchase display the answers to a 
dealer's objections 


design displays with a built-in answer. We 
must provide something of value to the 
retailer that he will accept if it is well 
presented. 

It is my plan to describe several specific 
examples of how advertisers have built into 
displays the reasons why a dealer should 
use them. 





— Revolving beer can — 


Place yourself in the part of a hard-boiled 
retailer, and decide whether or not you will 
give me your display space on the basis of 
this thinking. 

Heres a brand new concept in displays. 
We call it “living foods” because while re- 
produced by the thousands, each planked 
steak displayed is as lifelike as the actual 
food. This is a “first” in displays and 
they re getting harder and harder to find. 
It has only been used in California. 

When we approached Les Mullins of 
Burgermeister Beer with this planked steak 
he thought that every food store would want 
it but wanted to be sure. So he took the 
steak and a crude mock-up of this display 
to ten big food markets around San Fran- 
veryone wanted it and said they 
would take a 53) case stacking to get it. 


cisco. 


Some stores said they'd take two displays. 








— Light Thief — 


What is it that creates such great premium 
value in this lifelike food? We think it’s 
the fact that retailers are dissatished with 
the usual tood reproductions and want 
something better to tempt a woman to buy. 
The demand is strong. “Living foods” are 
the only thing to meet it. 

While this whole idea is too new to make 
a full report, we feel that any food adver- 
tiser who offers them completely dimen- 
sional and realistic reproductions ot foods 
will reap rewards in sales and cooperation. 
This technique is being considered for other 
uses such as anatomical sections of the 
human body for medical students especially 
to show skin diseases. 

Also capitalizing on the tremendous ap- 
petite appeal of food is the display for Gallo 
wine which uses of a great food picture to 
get not merely floor stackings but double 
stackings. It’s two-sided. The essence of 
the dealer appeal here is not merely the 





— Free rod for retailer — 
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tood picture but the timeliness of it for 
Faster. This display preempted every single 
top location that Gallo wanted for the two 
weeks before Easter. Since the biggest out- 
let for wine in California is supermarkets, 
you can see how timeliness will often out- 
weigh every other consideration. The holi- 
day is coming up. What have you done 
about your display? Here's one that fits 
it and sells food, too. And the plan can be 
used for every holiday ... Mothers Day, 
Fathers Day, Decoration Day, July Fourth, 
and so on. Another way to answer “What's 
in it for me?” 

When Schaefer did its great package re- 
design job everyone commented on the fact 
that it was the first “all around” package de- 
sign. Advertising men were fascinated by 
the idea that a great advertiser like Schae- 
ter would reduce the size and visibility of 
the name to the recognition value of a design 
motit in these days when television products 
identification is so important. 

Well, here’s a display that, in part, ex- 
plains that decision. It is an endlessly turn- 
ing giant can which puts over the continu- 
ous design pattern. It turns high above 
gondola height and commands attention for 
that reason — not merely to Schaefer but 
to the whole beer department. 

Schaeter reports a big increase in six- 
pack sales wherever it was used. Equally 
as important, the dealers would not release 
the display after two weeks showing. They 
wanted it for a third and fourth week. 

It has a self-contained battery operated 
unit and the batteries and motor are con- 
cealed inside the upper tube and easily 
replaced. 

Motion plus height, plus package identi- 
fication, plus department location provide a 
formula tor a great display. 

Another display is representative of a 
type. It's a trend, and a growing one to pro- 
vide an item of value in the display as a 
“reason why” for its use. The Pabst Beer 
salesman offers this unit incorporating a 
fishing rod and reel for, say a X) case stack- 
ing, and aiter the display has been up for a 
week or two, as agreed, the dealer keeps 
the rod and reel costing $3, a gift from 
Pabst for his cooperation. 

The principle is not new but the applica- 
tions are varied and it takes a price judge- 
ment to get the most out ot it. For exam- 
ple, there’s a Narragansett barbecue apron 
costing 75 cents that is also given to the 
retailer for a 50 case stacking on this floor- 
stand. The question is to determine the 
appeal to retailers in relation to the cost 
of the gift, and its suitability for display 

Here is a display principle that is secur- 
ing remarkable results tor many advertisers 
in different fields, the “light thiet,” a new 
way to steal attention, a way to “trap light,” 
natural or artificial. Most stores today are 
well lighted. 

These bright stores, or what General Elec- 
tric calls “adequately lighted” create an 
opportunity for the advertiser who can make 
this extra light work in his display. 

Every display that I have described has a 
specific answer to the question “What's in it 
for me?” Every answer is built into the dis- 
play. Reject display ideas that haven't the 
fortitude to stand up and talk back when 


they meet the indifferent attitude of retailers. 
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For Realistic Snow Effects 


ediners 
WHITE SCATTER-FLAKES 


AT A NEW y | 5 per 
LOW PRICE C i 

* FIRE RESISTANT 

* FLAKES — NOT GRANULES 

* COVERAGE — APPROX. 20 SQ. FT. per LB. 


* WON'T POWDER or CLING TO FABRICS 
* CLEAN — ODORLESS — NON-TOXIC 


PASTEL & METALLIC 
SCATTER-FLAKES 


TURQUOISE COPPER h 
PINK SILVER 
CERISE GOLD 


LIGHT BLUE 
LILAC Pastel or Metallic 


nn GREEN SCATTER FLAKES 


YELLOW Special Colors or Combinations 
BROWN on Request 


AT YOUR JOBBER 
OR ORDER DIRECT 


Sold in 2 lb., 5 Ib., 25 lb. and 50 Ib. Lots 


IMMEDIATE DELIVERY 


BEN WALTERS, Inc. 


156 7th AVENUE, NEW YORK 11, N. Y. 
Algonquin 5-1500 
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By GABRIEL VALENTI, Managing Director 
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ECEMBER MARKET WEEK: \ 
in the making 1s the best 

way current status 
of our coming December spring-summer ex- 
hibit. Seventy-five NADI members have 
already signed for space. More will be 
committing before the November deadline 
to help make this our best December Market 
Week on record. 

Just a reminder, in case you havent made 
a note as to time and place. The 
scheduled for December 7 to 11 at the spaci- 
ous, modern New York Trade Show build- 
ing on Eighth avenue and 34th street. Spon- 
soring it is the National Association of 
Display Industries, headquartered at the 
Hotel New Yorker. 

Firms in the trade have been writing re- 
garding participation. To exhibit, associa- 
tion membership is required. There is still 
time to apply for membership and to sign 
up for the December Market Week as a new 
member-exhibitor. 


good show 
to summarize the 


show 15s 


been coming in re- 
garding attendance. The show is open to 
anyone in the trade. All that is necessary 
is registration at the lobby desks located 
at the show site. In fact, this year we 
will extend special invitations to store own- 
ers to come to Market Week. This is to en- 
courage a trend noted at our last June Show 
dual attendance 
owner and displayman coming together. And 
in recognition of the store owner's 1m- 
portance as a key factor in our future 
growth, a special Retailer's Day has been 
set aside for Monday, December 8. On that 
day we'll be open until 9 p.m. to make it 
easier for the store owner to come see our 
exhibits after the work-day. 


Inquiries have also 


where was the case, store 


We are also sending invitations to na- 
tional manufacturers to attend our show. 
There is an increasing awareness, on the 
part of major manufacturers, of how much 
good display can do at the point where the 
made. It is therefore felt that it 
would be profitable tor any large producer 
or quantity purchaser of displays to appraise 
the unusual items sold by NADI members 
which could become part of mass-produced 
displays and which, in turn, would gain ac- 
ceptance by the owner. To achieve 
greater acceptability of displays, some ma- 
terial manufacturers have been working 
closely with NADI members to plan and 
produce displays with better potential for 
eventual use by store owners. A visit to our 


sale 1s 


store 
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show will provide producer firms with many 
eye-opening items and ideas to help make 
1959 a record breaking year for retailers. 

So, tor our December show, everyone: 
user, producer, creator and idea man, should 
plan to go. You will see under one roof the 
best the industry has to offer for spring, 
Easter and summer promotions. 

One piece of advice early December 
brings a great influx of visitors to New 
York City, so make your hotel reservations 
early. If we can assist you in making 
reservations, just drop us a note at NADI, 
Hotel New Yorker. 

PRIZES: Last time we had a Lucky Key 
promotion for registrants at Market Week 
everybody liked it and so we'll have it again. 
Added to that, we can now announce more 
details of two grand prizes to be awarded 
to lucky displaymen. They are a vacation 
in Miami Beach and, for the other prize, a 
vacation in the beautiful Catskill mountains 
in New York. A holiday down South and 
one up North to two lucky show visitors. 

Down South the Carillon, the newest lux- 
ury hotel in Miami Beach, will be your 
host for the week of January 3 to 10. 
The Carillon offers elegant rooms, air-con- 
ditioned and equipped with television, two 
pools and two blocks of private beach and a 
variety of athletic and recreational activi- 
Just the spot for a pleasant holiday 
after the busy Christmas season. 

Transportation from New York City to 
Miami Beach will be via National Airlines, 
“The Airline of the Stars,” whose routes 
serve 36 U. S. cities and Havana, Cuba. 
National was the originator of the first com- 
plete winter package vacation plan _ for 
Florida and Cuba. Its non-stop flight to 
Miami from New York City features delici- 
ous food served in an atmosphere of soft 
music and flowers. So, comes January, the 
lucky winners will board a National flight 
to be whisked to Miami 
week at the Carillon. 

Up North, just two hours from New York 
City in the beautiful Catskill mountains, a 
holiday for two at the tamous Grossinger’s 
resort will be awarded. This vacation for 
a week will go to a winner for use during 
the month of March, a good time to leave 
winter woes behind for rest and recreation. 

Grossinger occupies 1,000 acres of fabu- 
lous resort country ideally suited for vaca- 
tioning all year round. They just opened 
a million dollar indoor swimming pool and 


ties. 


for one glorious 





completely equipped health club. Winter 
sports include skating, skiing and toboggan- 
ing. Featured, too, are top drawer enter- 
tainment and dancing. Topping all this ts 
a cuisine that is world renowned. 

New York in December 
you'll be seeing Grossinger’s in 


See you in and 
maybe 
March. 

REPRISE: Recently received was a recap 
of June Market Week attendance by Nate 
Silverblatt, one of our NADI directors. At- 
tendance figures showed that stores trom 42 
states were represented. Other lands 
as Canada, Germany, Mexico, Venezuela, 
Cuba and England also sent representatives. 
Representatives from 1,282 stores came to 
see our show. This is in contrast to a 
figure of 912 registering for our 
June, 1957, show. Regionally, the heaviest 
attendance was from stores along the East- 
ern seaboard with the Mid-West = and 
Southern states sending good-sized delega 
tions. 


such 


stores 


Any way you analyze it, showing at trade 
exhibits is a convenient way to do business 
Good tor the buyer, good tor the supplier 
For the buyer, it enables him to “window 
shop” tor his display needs. For the supplier, 
it presents the opportunity to put his wares 
on display tor the trade to see. A handy 
way to get everybody to the market place 
Take advantage of it. 

ARTICULATES: At the Point-of-Pur- 
chase Institute's National Meeting held in 
Atlantic City during mid-October, one of 
the key speeches was by an NADI member, 
Leo J. Fidler, president, Timely Service, 
Inc. 

He appeared at the “Importance of 
Creativity in Point-of-Purchase” 
His topic was “Sameness in Creative Design 
— the Greatest Flaw in Point-of-Purchase 
" At this time, an advance copy of 
his speech is not available, but, perhaps, 
excerpts from it can be published in the 
following issue. 


session. 


Via the trade press, Signs of the Times, 
the national journal of advertising displays, 
another NADI member, Jack Pentes of Com- 
mercial Art Shop, Charlotte, N. C., con- 
tinued his series of articles on the roller 
technique applied to creating display back- 
grounds and as a tool for the production of 
art work and pictorials. 

In the August issue, he wrote about “Pro- 
duction Show-Card by Roller.” In Sep- 
tember, the subject was “Roll Your Way to 
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VE MERCHANDISE TA 
ND COUNTERS IN STOCK 


SHIPPED READY FOR SHIPPING), 


Leave it to SHORE to fill 
all your needs for new, in- 
demand store moderniza- 
tion displays! Write for 
new illustrative literature 
today. 


Model 101-C 
“Capri” MERCHANDISE COUNTER 


Shipped set-up. Makes an outstanding display, used singly Every store needs several for smart seasonal promotions. 
against a wail, or back to back as center isiands. Full size Truly the table with a thousand and one uses. $ 
30” x 60”. Sturdy 34” top, ready to receive super-structure 25” x 49”. Beautiful Blonde Tan finish, legs of | $9950 
hardware. Finished in Blonde Tan Shor-Tex Speckle- 8 5 Frost Walnut color. 
Tone (will blend with oak and birch finishes). 668 
. 39.50 
“Economy” ; . -_ 


GONDOLA } — 
on 


Model 250-T 
“Starlite” MERCHANDISE TABLE 


30” x 60” (Model 360-T) . . 
“Saxony” 


ISLAND 
GONDOLA 


Model 242-GL 
Provides com- 
plete versatil- 
ity, maximum 
strength, ease of 
storage, func- 
tional use. 42” 
x 60” x 48” 


SHORE woopwork co. 





“Regent” 


AISLE bl 
MERCHANDISER | 1 
Model AF-33-S 


Heavy duty, adjust- 
able, 36”x60"x48”. 
No-sag construction 


We also have a special 
CUSTOM ORDER 


DEPARTMENT 
Just send sketch 


Model A-50 


The low, tow 
cost gondola 
that is ideai for 
seasonal dis- 
play. Assembied 
or knocked down 
in minutes. 














40TH & WESTMINSTER AVENUE, PHILA. 4, PA. 
TELEPHONE EVERGREEN 2-7340 
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nard Schwartz & Co., as Market Week 
committee chairman. 

The finance committee roster is: Edgar 
Moser, Allied Display Materials, | 
Mussliner of Leo Prager, Inc. and C. G. Richker, 
Woelky of Bulkley Dunton & Co., Inc. This Southern 
committee has jurisdiction NAD]  tormed his 
budget matters. Houston. A 
resulted in our error in the September its 
sue. Mr. Richker’s new firm will 
to import and export display materials as in 


Better Cloth and Paper Signs.” And, for 
the October issue, just received, he wrote 
about “Roller Pictorial.” Samples of Mr. 
Pentes’ work were on exhibit during our 


June Market Week. 
“SIGNS OF THE TIMES”: The Octo- 


ber issue, previously mentioned of this ex- 
cellent trade journal, contains a special sec- 
tion called “Ideas tor the Coming Christ- 
mas Season.” It will provide many helptul 


|. Richker Definitely 
Hasn't Retired 


not on the 
who 


: : "eC “ j ] ~ a 
Ludwig Definitely retired ist 1 ] 
sold his interest in 


recently 


Importers and Exporters, and 
Richker W 


from his tormer firn 


own Il. (o.. also 


ove;r 
release 


——_____ 


Firm Gets Contract 


continue 


Sn a ee I ais ae ae: 


= ens 


suggestions stemming from outstanding and 
successful signs and outdoor advertising 
from the last Christmas Editorial 
offices for the publication are at 407 Gilbert 
avenue, Cincinnati 1, Ohio. 


“SPOT” MAGAZINE: The last NADI 
newsletter pointed out that “Spot” had pub- 
lished a comprehensive point-of-purchase in- 
dustry directory. David Flasterstein, editor 
of Spot, called recently to say that requests 
were coming in for the directory, based on 
the newsletter item, and that a few more 
copies were left for distribution to the 
trade. Spot is located at 404 Fourth avenue, 
New York City 16. In case you have not 
received a directory, ask for the July-August 
issue, 


POST-SCRIPT: The last newsletter con- 
tained an announcement that a new member 
had been added to our roster, Capitol Dis- 
play Supply Corporation of New York City. 
There is one more note to be added. Prin- 


season. 


cipals of this firm are Sol Rabin, president, 


and Otto Lindner, secretary-treasurer. 


COMMITTEES: Recent committee ap- 
pointment by Earl Gasthoff, the NADI 
president, was: Bernard Schwartz of Ber- 
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For Auto Shows 
Contract tor general decorating of the 
46th annual Detroit Auto 
20-30, has been awarded to Display 
Exhibit Company, Detroit. The firm 
also decorate for the 5lst annual 
Auto Show. It all the Ford, 
and Mercury individual displays and 
been responsible for all exhibits and dis- 
plays at the Ford Rotunda since its estab- 
lishment. Decorator and Designer Art Beer, 
who joined the firm the first of the year, 
has had years of experience in such ven- 
tures and the Chicago show will be his fifth 
straight as designer. He designed and 
erected 14 Detroit shows prior to the war. 


November 
and 
will 
Chicago 

Lincoln 


Show, 


does 


has 


Couch Takes Over Display 
For Town and Country 

Al Couch, who for the past five years has 
been display manager for Leopold Adler 
Company, Savannah, Ga., has resigned to 
take the similar position with Town and 
Country of the same city. Mr. Couch pre- 
pares the sketches for the Trade Personali- 
ty and Display Parade features for DIS- 


PLAY WORLD. 


the past. 


Shore Woodwork Has 

New Catalogue 

catak Shore 
Philadelphia, 1s 
fixtures, in- 
landisers, 


Featured in the new 
Woodwork Company, 
complete line of 
cluding tables, counters, aisle merc! 


gondolas and 


gue oT 
their 
store display 


showcases, many of which 
are adaptable for “knock-down” storage and 
re-use for seasonal displays. The firm also 
custom designs displays. Send requests tor 
the catalogue to 894 N. 40th st eet, Phila 
delphia 4. 


New Interchangeable 
Letter, Price Signs 


Inco Industries Manutacturing Corp., 201 
East 34th street, New York City 16, 
glad to send you intormation about its 
base-plates with 
junction with interchangeable 
numbers for letter and 
as other applications. The 
inches by 2! and 
colors. 


will be 
new 
con 
and 
well 


used in 
letters 
signs, as 


line ot easel 
price 
plates are 6 

several 


inches come in 





DISPLA 


HE CHRISTMAS can be ex- 
pected to test the mental and physical 
capabilities of the conscientious dis- 
playman and the result of his labor is equal- 
ly strenuous, although pleasantly so, upon 
the shopper, who must be continually look- 
ing up, like a tourist in New York City, in 
order not to miss the interior and exterior 
that are customary of the 


season 


extravaganzas 
holiday season. 

Particularly neck-craning was the over- 
whelming interior display, lower left, which 
graced Hatsuya Department Store, Tokyo, 
Japan, last Christmas and which was cre- 
ated by Saburo Ose, display director. Not 
having a low ceiling to present a space 
problem, the displayman brought an universe 
of balloons into the open floor-to-ceiling 
space. In the center was Santa (Claus 
perched upon a huge satellite. 

The window at bottom right on language 


study through sounds on records won a 


— a. *R.,& q 


s 





and There 


national contest for Martindale's Book 
Store in Santa Monica, Calif. Roy Brown, 
display director of Campbell's three men’s 
stores throughout this area free-lanced this 
window. 

It depicts a person listening to a language 
record for pronunciation while reading the 
printed word in an opened book. The cap- 
tion, “The world speaks” was well described 
by a large plastic globe with a paper mouth 
and ears applied. The mouth was in mo- 
tion through a slight breeze created by an 
electric fan. 

Added mouth cutouts were applied along 
the background with different foreign ex- 
pressions ballooned out of them. 

Elevated boards in “V™ design identified 
the different available on the 
records. 

Hemphill-Wells, Lubbock, Texas, took 
their promotion of fall sack dresses serious- 
ly recently by creating from rough-textured 
beige garbage sacks the latest styles ot 
the world’s fashion designers. The photo 
shown here, at the right, is the window 
containing the trapeze-sacked mannequin. 
To the right of the mannequin hangs the 
sign “This Is the Season of Shapes!” A 
card on the left indicates that it’s “In the 
Bag tor Fall.” Other styles featured in 
three other windows were the chemise, 


languages 


. * ' = = as ' x 
x Dy gle . , —_—™ 


sickle and balloon. Notice the black back- 
ground against which the mannequin is sil- 
houetted, in this case the cone-shape trapeze. 
The other windows also emphasized the 
characteristics ot each style. In sharp con- 
trast were the items of the win- 
dows; turs, colored hose, costume jewelry 
and handbags. N. B. Wiggins is display 
director for the store and Miss Vern Col- 
lier is fashion coordinator. 


accessory 


A very effective overcoat promotion at top 
adorned the windows of Grodin’s of Califor- 
nia in their Oakland store. Forrest R. Rob- 
bins, display director, simulated action and 
a feeling of wintry winds blowing by the 
position in which he placed the 
nequins and formed the garments. 


man- 
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RADISPLAYS 


OF ARP REEL TMT SOTS 


bes va ands 


rege 


PRP Be tts PEA + OY 


le. ily economi ut nothing, 

can match the sparkle dlass Tinsel in silver or in your choice of colors. 
For longer lasting brilliance, silver is available in tarnish-resistant grades. 

And, for displays that glow in the dark, ask about Potters Reflective Spheres. 


Available from your jobber, or write for samples and name of nearest jobber 


THE JONEL COMPANY, Carlstadt, N. J. 
awholly owned subsidiary of POTTERS BROS. INC. 





WHITE FLOCKED BRANCHES 


Very full and heavily flocked. Graceful and delli- 
cate in appearance. 3 ft. lengths... .$12.00 doz. 





ICE BLUE ENAMEL FINISH 
Choice of 3 sizes ... 
No. 100 adjustable 6” to 12” 
SANTA SUITS No. 125 adjustable 12” to 24” 
Site. = Oe we pil hood, No. 150 adjustable 18” to 36” 
Suits are tull cut, Christmas red, deep-piie pilus $14.00 doz. 20 LIGHT TWINKLE 


with white plush trim, red sateen lined, red ‘Pasicak 19 tn carton) LITE SET 

floppy hats trimmed with plush white band and : . | 
pom pom. White belt with buckle shiny black With transformer and safety 
leather like leggings trimmed with white plush. fuse. UL approved. Lamps in 


Large size only, complete outfit all clear or assorted colors. 
Corduroy Santa suits with plush trim W ith . white or green wire. 
Flannel Santa suits with plush trim e e Specify color of lamps and 


White wool wig and beard set color of wire. $5.75 set 


100% nylon wig and beard set 810 PENN AVE. « PITTSBURGH, PA. 10 light set...$10.95 set 


Saran wig and beard set 60 Ight set...$14.95 set 
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NEW! ... PRECISION 
DRAWING BOARD 


MADE OF DURABLE, TRANSLUCENT, 
LIGHT WEIGHT PLASTIC. Featuring: 


@ RECESSED CLAMPS 
No more drawings ruined by thumb tacks or 
sticky tapes. 
RETRACTABLE STRAIGHT EDGES 
Eliminates bothersome T-squate and enables 
precision work. 

e@ EASY STORAGE OF TRIANGLES 
On underside with tension clamps 

@ RUBBER, SKIDPROOF, MARPROOF 
Feet for desk work 
TRANSPARENCY OF BOARD 
ideal for tracing or shadow box 
MOST PORTABLE BOARD IN EXISTENCE 
Overal! size 9% x 12'% inches. 


$49 "abies 
30° 60° & 


45° Triangles 


DUPLEX DISPLAY & MFG. CO. 


916 ARCH STREET, PHILA. 7, PA. 














NGER?., 
Tats OW pte 


WATCH 
FOR OUR 
NEW 
NUMBERS! 


COMING THROUGH 
SOON ! 


Barney Stempler & Sons, Inc. 


1357 ATLANTIC AVENUE 
BROOKLYN, N. Y. 
Telephone: HYacinth 3-2345 





New Ivel Exhibit Utilizes 
Closed-Circuit Television 

A closed-circuit television installation, en- 
abling exhibit viewers to see themselves on 
one of eight screens is the focal point of a 
display designed and built by Ivel Con- 
struction Corporation, Brooklyn, for Allis- 
Chalmers, Milwaukee. The exhibit, in- 


stalled at the New York Stock Exchange, 


depicts the activities of A-C in eight broad 
areas ot industry and technology. Utilizing 
the closed-circuit television hookup the ex- 
hibit visitor can associate himself with any 
of these areas, serving to point up the strong 
link between A-C and the varied segments 
of our national economy. 

Visitors step up to an operating console 
at the front of the booth and press one of 
eight buttons to activate the television cam. 
era. The viewer's image is picked up and 
transmitted to one of the eight screens cor- 
responding to the button pushed. An auto- 


matic record repeater delivers a short mes- 
sage to the booth visitors and a timer regu 
lates the length of individual exposures 


Display Materials Offered 
By United Air Lines 


A catalogue of travel promotion materials 
stocked by United Air Lines is being issued 
as a reference aid for displaymen. The 24 
page catalogue has 13 descriptive sections, 
ranging from travel films and photographs 
to aircraft models and Hawatian props. S1x- 
teen types of full-color posters are shown, 
along with framing prints ot Mainliner 
planes and scenic views. The selection of 
Hawaiian props includes tiki idols, lava- 
stone heads, surtboards and grass shacks 
Copies are available from United's district 
sales mangers or by writing J. J. Dierssen, 
sales promotion manager, United Air Lines, 
36 South Wabash, Chicago 3. 
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AILING Busi- 
-NESS IN THE EARLY 305 
WHILE ATTENDING SCHoo1Z 
HOWARKP WENT FKOM.. 
TAILOR SHOP BOY TO ASSISTANT 
BUVEK OF THE Sovs perr. ; 
THEN TO DISPLAY HELPER 
FINALLY ToO“WINPOW TRIM- 
-mMer” 


> > 
WENT FARTHER We 
IN 1934¢ TO FREDERICK 
NELSON IN SGATT 
WOKKEO WITH Mé 
GOOD DISPLAY ME 
1952. WAS FIRST. 
INTERIOR PISPL pe” - 


WINDOW DISPLAY = 
MGR. AT FREDE ue | 
AND MELSON. =46 


Main HOBBY IS HELPING 
HIS WIFE RAISE FOUR CHILDICEN, 
LOVES To Go FISHING: 





AT THe LAKE. T Howas é, 


SCHWEIPER 


DISPLAY DIRECTOR , THE CRESCENT 
. SPOKANE, WAS HINGTON 
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MODERN STORE LIGHTING 
AID TO DISPLAY 


[Continued from page 17] 


displays in the Joske store are lighted from 
coves. 

Still another example in decorative fix- 
tures is used in the Frederick and Nelson 
store in Bellevue, Wash. But in this in- 
stance, the fixture serves a functional pur- 
pose as well as that of decoration. The light 
is focused against the ceiling, which serves 
as a reflector, creating additional light and 
making it in effect a floodlight. The ceiling 
pattern in this store is tormed of 
fluorescent squares. The floor cases in the 
illustration are lighted from the hanging 
fixture above them, concealed by perforated 
metal. 

Speaking of functional use of light, prop- 
er placement of light make the 
beams serve also as satety signals. In 


recessed, 


light 
the 
Helen Rickert store at Northgate in Seattle, 
light serves as a definite 
ing the right edge ot the curving 
In this store, the overall pattern 

ot recessed, incandescent down lights, with 
other lights used for accents on displays. 


Can 


mark- 
stairs. 


consists 


warning, 


Yet another effect created with lighting is 
that achieved through egg crate or honey- 
comb or beehive structures. struc- 
tures soften the light, and tend to relieve 
strain. 


These 
eve Depending on the proportion 
and depth ot opening in the structure, the 
result is a visual cut-off of 45 degrees to 
60 degrees, with a greater concealment of 
light tubes and bulbs achieved by the steeper 
angle of cut-off. 

In addition to the regular functions of 
light, there are the tremendously powerful 
and fascinating effects being achieved with 
colored bulbs, filters and color pat- 
terns with motion in light, as well as special 
treatments of lighting for 
and seasonal promotions. 

Mr. Paxton the importance of 
choosing the proper tones of light to create 
the desired effect, since, for example, there 
are eight different commercial 
fluorescent tubes available 
zenith, a cold blue white, to surprise 
pink, a warm pink white. For instance, 
Mr. Paxton suggests the use of surprise pink 
for beauty parlors. Frequently, John Gra- 
ham & Co. will combine two different tints 
in the same fixture to the 
color mix and effect. 


color 


gala occasions 


Stresses 


whites in 
ranging from 


achieve desired 

Beyond those special effects are the more 
subtle lighting tor psychological 
influence, and light used for directional pur- 
poses. Space does not permit more than a 
bare mention of the vast subject, but in the 
modern store, as in the theatre, lighting 
plays a tremendous part in creating the 
drama in today’s merchandising. 


uses of 








SOURCE SERVICE 


If in any of the illustrations in DIS- 
PLAY WORLD you see some property. 
fixture, mannequin, or other display 
equipment which interests you particu- 
larly, we will be glad to supply you with 
the source from which it can be ob- 
tained. Just address your inquiry to the 
Editor, DISPLAY WORLD, Cincinnati 


l. and it will have prompt attention. 
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Bliss SEELINGRILL revolutionizes all con- 


cepts of window trimming. It has been de- 
signed to give maximum use of horizontal 
space without cluttering the floor. 


The Bliss STO-WAY Grill has been de- 
signed to give maximum variety and 
speed of trimming in the minimum space. 


Practically every branch store built within the last five 
years has been equipped with the Bliss SEELINGRILL. 


Please write for complete information. 


BLISS DISPLAY CORPORATION 


37-2) 


32nd STREET e LONG 


ISLAND 
2-3890 


Geer 4, 
EXeter 


NEW YORK 


*T.M. 
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Display Aids Growth 
Of Plastics Industry 


The job ot impelling customers to look, | 
stop and buy is being done increasingly by | 


wide use of plastics in both outdoor and in- 


door institutional and product advertising | 
displays, according | 
to leading designers, producers, suppliers | 


and point-of-purchase 


and users of both media. 


Point-of-sale merchandising aids and dis- | 
plays, on which U.S. business now spends an | 


estimated $1,000,000,000 per year are in- 


creasing significantly their effective use of | 


plastics, alone and in combination with other 
materials, it was poimted out in a survey 


by The Point-of-Purchase Advertising In- | 


stitute. 


While plastics applications have grown | 
and broadened so rapidly in this field that | 
exact figures are not available, The Society | 
of the Plastics Industry, Inc., estimates that | 
between 200 and 300 of its 1,050 member | 
companies are producing and constantly de- | 
processes and | 
products and components for use in both | 
outdoor and point-of-purchase advertising. | 

U.S. plastics molders alone are supplying | 
the nation’s producers of advertising and | 
display materials with from $25,000,000 to | 
$30,000,000 yearly in molded plastics prod- | 


veloping new materials, 


ucts and components, it is estimated. 


Designers, manufacturers and suppliers of | 
products and cemponents for both outdoor | 
and indoor advertising and display purposes | 


estimate that from $100,000,000 to $120.000.- 


000 per year in plastics materials and prod- | 
ucts 1s being used in this billion-dollar in- | 


dustry. 


Outdoor advertising is making increasing | 
use of plastic signs, reinforced fiber-glass 


framing and other basic and 


comp ments. 


Indoors, the versatility of plastics is con- | 
tributing to their practical and economical | 
use in hundreds of attention-getting display | 
These include plastics panels, | 
rods, sheeting, signs and sign-facings and | 
trames, letters and price-marker numerals, | 
racks, mannequins, | 
miniatures, bins and shelves, decorative ac- | 
cessories of many types, light fixtures, 3-D | 


applications. 
hame 


plates, plaques, 


displays and packages and containers that 


do double duty as merchandising and dis- | 


play pieces. 


Progress made by this steadily expanding | 
segment of the plastics industry will be on | 


display at many of the more than 205 ex- 
hibits at the National Plastics Exposition 
November 17-21 at the Chicago Interna- 
tional Amphitheater. Both raw materials 


suppliers, molders and makers of processing | 
machinery and equipment serving the plas- | 
tics industry and its users will stress many | 


new developments applicable and adaptable 


to plastics advertising and display usages. | 


The SPI pointed out that the growing use 


of plastics m advertising and merchandising | 


applications has more than doubled Plastics 
Exposition attendance in recent years. 
Producers, suppliers and users of display 
advertising and point-of-purchase materials 
may obtain tickets to the National Plastics 
ixposition by writing to The Society of the 
Plastics Industry, Inc., 250 Park avenue, 


New York City 17. 


42 


241 W. 23d St. 
NOVELTIES, ARTIFICIAL FLOWERS & 


Your New York 


Allied Display Materials, inc. 
OR 5-6350 


DISPLAY MATERIALS 
For Windows and Interior Store Display 





16 West 77th Street 


American Fashion Museum 
TR 3-9103 
CHARLES LEDERMAN, HISTORIAN 


Can furnish, on rental basis, authentic period outfits to 
highlight your anniversary, special events, spring or fall 
promotion. 


N. 8. 0. G. A 


Ask for inforrnation. Recommended by 





43 West 5éth St. 


Arts & Flowers Displays, inc. 
Cl 7-7610-11-12 


Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 





Austen Display, Inc. 
133 West 19th St. WA 4-626! 


Manufacturers of Display Novelties 
In Paper, Wood and Materials— 


imports from all over the world 





37-21 32nd St., Long Island City | 


Bliss Display Corp. 
EX 2-3890 
DISPLAY PROMOTIONS 


Display Settings, Novelties, Animated Displays 





61 West 37th St. 


Bonafide Display & Decorative Co. 

WI 7-7965 
ARTIFICIAL FLOWERS 
DISPLAY DECORATIONS 

Display Settings, Novelties, Foliage 





36 West 37th St. 


The L. J. Charrot Co., Inc. 
WI 7-1687 


ARTIFICIAL FLOWERS 
Display Units, Novelties ond Decorations 





structural | 


13 West 27th St. 


Colonial Decorative Display Co., Inc. 
122 West 26th St. 


Al 5-9620 
ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties and Decorations 


Decorative Creation & 





Art Flewer Co., Inc. 
MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 


Imported Novelties, Settings 





136 West 24th St. 


Decorative Plant Corp. 
WA 4-4405 


ARTIFICIAL FLOWERS 
Display Settings, Novelties, Units 





149 West 24th St. 


Victor Haida Displays, Inc. 

CH 3-3540 

DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 


Lorgest Showroom in the Country 





136 West 3ist St. 


David Hamberger, Inc. 
PE 6-0464 


MANUFACTURERS OF DISPLAYS 
Artificial Flowers, Functional Units, 
Backgrounds, Novelties 





107 Lawrence St., Brooklyn !, N. Y. 
FOODS FOR PERMANENT DISPLAYS 





The Imitation Food Display Co. 
TR 5-1268 


Attractive and effective, they look good 
enough to ect. 


BUYING GUIDE 


Kenbury Glass Works 
132 West |4th St. Tel.: WA 4-3186-7 


Christmas Balis, all colors and finishes mode 
to order. Finials, Glass and Plastic Prisms, 
Apothecary and Lab. Glassware, Wire Goods. 


A. Lutz 





3 West '8th St. CH 2-6264 
REED AND RATTAN DISPLAYS 


Display Units, Frames, Screens, Novelties, Fixtures 





Maharam Fabric Corp. 
130 West 46th St. JU 2-3500 
DISPLAY FABRICS & ACCESSORIES 


Chicago 115 S. Wabash 
Los Angeles 1113 S. Los Angeles 





Metropolitan Mechanical Display Co. 


We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins. 


MECHANICAL BOOKS 
50 West 22nd St. OR 5-1280 





Mileo Mannequins 
7 West 36th St. 
MANUFACTURERS 


of Misses, Juniors, Pre-teens and Children's 
quality and style-right mannequins. 


Miya Company, Inc. 
39 East 28th Street MU 5-351) 
Manufacturers and Importers of 


Shoji Screens — Oriental Goods 


Artificial Flowers — Bambooware 
Bird Cages, Lanterns, Parasols & Novelties 


RIP Studio, Inc. 
15 East 22nd St. GR 7-3650 
CREATORS AND BUILDERS OF 


OUTSTANDING DISPLAYS 
Functional and Decorative in All Medic 


WI 7-7618 











Louis Schneider Corp. 
6 East Second St. OR 4-3723 


ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 








D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 


Display Novelties and Equipment 





SAVE TIME — 


DO YOUR DISPLAY BUYING 


IN NEW YORK CITY 


It's Always MARKET WEEK in New York 
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In the environs of this great metropolis 


CEN ener emoRt© ae 





| VTolUM ALL Mi lale Me oI hA-10-119 Ake) Mel io) (oh Mastiolt | cast 
| without compare anywhere else in the 
| world ... and now, as always, you will find 
display creations in every medium that will 
help you give your store the added power 


to make sales climb ever upward. 





| SPECIAL SHOWINGS READY FOR INSPECTION 
DURING SPRING MARKET WEEK, DECEMBER 7-11 


IT’S ALWAYS MARKET WEEK IN NEW YORK 
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Fluorescent Color Magic 


By RUSSELL D. SHAW 
Display Director 
Dickson & Ives, Orlando, Fla. 


AGICAL effects can be 
achieved with fluorescent oil paints. 
Fluorescent offer terrific 1m- 


pact possibilities for catching customers at- 


display 
Cf she rs 


tention and also presenting a powerful stim- 
ulant to the displayman’s creative ingenuity. 
You may “Yes, but you need black 
light ultra-violet ray spot lamps: you 
ave to build frames to hide the lights. That 
0 much trouble, and then the result 
often disappointing.” 
\iter much research and experiment, we 
have developed a new 


Say, 


‘ 
eeate 
aiiti 


technique for using 
fluorescent paint in displays, without using 
black light or frames; using cnly your white 
spot lights which you already have. Inter- 
I'll bet you are! 

This does not give exactly the same effect 
as when used with black light, but it is 
almost the same. The bold, high visibility 
colors glow extra bright in daylight and at 
night, tremendous amount of 
curiosity and attention. 

Our displays which 


ested ? 


and arouse a 
featured these fluo- 
rescent colors by using this new technique 
proved to be crowd stoppers. 
duced us to an entirely new 
concept in display. We were startled to 
discovered a new phenomenon in the 
use of fluorescent paint colors as they had 
never been used before. Our imagination 
was aroused and ran riot, considering the 
possibilities of their use in the art of dis- 
play and decoration. 

into this concept of an al- 
new era in windows, you are 
be thrilled by the various colors 


They intro- 
and different 


have 


As we go 
together 
going to 


44 


with the orange and the 
gold-yellow and the red; the 
lemon yellow and medium orange and cerise, 
as well as other colors. 


you can blend 
green: the 


this 


can be 


Only a tew companies produce ter- 
rific fluorescent pigment paint. It 
thinned with turpentine or any other thin- 
ner. You can use a spray gun or brush it 
on by hand. We prefer to use a spray gun 
as a better job is rendered. 

But now let me show you 
We will do our first window. 
spring. First I would select a manzanita 
tree. (1 am sure you have these in your 
department in various sizes.) Then I would 
spray this tree with two coats of Gold Bond 
Velvet Latex white paint. We have experi- 
mented and found this is the only paint 
which will produce the desired effect with 
fluorescent paints. We have permission 
trom the Gold Bond Company to use the 
name. Select the deep green 
daylight color paint, thin it a 
spray the tree with two coats. Select some 
spring foliage, apple or cherry blossoms, 
for example. We recommend the paper fo- 
liage for spray painting. Spray the foliage 
with two coats of the latex white paint 
and two coats of pink fluorescent paint. 
Now decorate the manzanita tree with the 
pink blossoms, winding them around the 
branches. 


how to do it. 
Suppose it is 


fluorescent 
little and 


For the background, take a roll of seam- 
less paper, staple it to the panel in the shop 
the size of the background of the window, 
spray it with a coat of latex white paint. 
After this dries, use the deep blue fluorescent 
paint, then spray a few clouds. Now, you 
will have a display with a terrific impact. 
It will stop the busy secretary on her way 
to lunch. It will stop traffic. I know, for 
| have tried it. 


Catch customers with new glowing 
fluorescent paints . . . Without 


black light or ultra-violet lamps 


... Sun and present lighting does 
the trick 


There are untold ways this paint can be 
For a college window, you could paint 
a large pencil with the deep red and a 1] 
Square with yellow. 

For a travel window, first spray your 
seamless paper for the background with the 
latex white. Then with any color of your 
choice, outline a world map by brush, and 
spot various places with fluorescent letter- 
ing. Cut an airplane out of wall board, 
back it up, then this in the usual 
manner, using one of the vivid colors, and 
Wire it in your window. 


used. 


spray 


These are only a few simple suggestions 
With your ingenuity [I am sure can 
experiment and come up with some startling 
effects, and tremendously 
displays. 


you 


some successful 
As you travel on the highways you will 
see these extra-bright fluorescent colors in 
advertisements, on posters, on bus cards, 
even in the finest restaurants. Window dis- 
plays now have come into their own. Any- 
one can use fluorescents in display. Just 
be sure the surface to be painted is sprayed 
with the latex white paint. This is your 
primer, so to speak. After that is complete- 
ly dry, spray with any of the fluorescent 
colors. Follow these simple directions and 
you will find that even an amateur can 
create luminous displays that really pay. 
My enthusiasm for fluorescent colors has 
increased with their use. One unusually 
beautiful display featured a Christmas tie-in. 
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Revolving 
Units 


Sah” ae 


ANCHORAGE 
Tri-Ad Fixture & Store Supply 
2205 Sunrise Drive 


The Fixture Mart 

314 W. Jackson Bivd. 
CINCINNATI 

General Display Co. 
25 Opera Place 
CLEVELAND 

Standard Displays Co. 
1397-99 W. 9th St. 
COLUMBUS, OHIO 


Paul Lugger Displays 
2781 West Broad St. 











Screen Spinners 
Dividers is 


ae Rene ss Bee 


DALLAS 
Marshal E. Moody Co. 
1106 Jackson St. 


The most versatile finiure ever 
DESIGNED FOR DISPLAY 


Table 
Risers 


Garment 
Hangers 


OLE” is quickly set up to create new and varied eye catching displays for every type of merchandise. 
Firmly adapting to any location with its spring and telescope action and non marking vacuum cup grippers, this 
anodized aluminum beauty will pep up sales and cut costs every day of the year. 

DISTRIBUTED THROUGHOUT THE UNITED STATES AND CANADA BY 


LOS ANGELES 
Syd Jackman Co. 
822 S. Los Angeles St. 


PHOENIX 
Mode! Manikin & Display 
Service 


DENVER LOUISVILLE 1405 E. McDowell Rd 
Decorative Materials & Myers-Thompson Display Serv. SAN FRANCISCO 

Sales Co. 319 West Main St. Syivan Cohen Displays, Inc. 
i5IS Arapahoe 254 Sutter St. 
HONOLULU MONTREAL, P. 9. SEATTLE 


Bader's Display House, Ltd 
1049 Alakea St. 


LOS ANGELES 
Decter Mannikin Co. 
1000 S. Los Angeles St. 


Hollinger Displays 
1449 St. Alexander St 


OKLAHOMA CITY 
E. B. "Jack'' Castle 
21 W. Main St. 


Ross Display Material Co 
1409 Seventh Ave. 


LONDON, ONTARIO NEW YORK VANCOUVER, B. C. 
Madison Display Empire Display Mfg. Co., Inc. King Agencies, Ltd 
Wellington & York Sts. 45 W. Mth St. 114 Water St. 


WICHITA 
Grove Displays, Inc 
1519 E. Second St. 





Manufactured only by Eastern Distributor 
CREATIVE PROMOTIONS OF CALIFORNIA EMPIRE DISPLAY MFG. CO., INC 
* Patent Pend. Trade Mark Reg. - °e ; 
i satel tiated 3820 GROVE STREET, OAKLAND 9% CALIF. 45 West 34th St., New York 1, N. Y. 
We created a huge poinsettia. We painted Using lemon yellow fluorescent color, precedented amount of attention on yout 
the petals with red, and the stems and leaves’ spray a taint fog along the edge of the windows and on your own ability. 
with green. I used this on our Christmas board. Move the board over 1 inch at the I hope you will continue to follow these 


float, which was lighted with spotlights, and 
it created a sensation. When I heard that 
the Junior Chamber of Commerce was pro- 
moting a Christmas lighting contest for 
residences I had an idea. I placed the poin- 
settia in my front yard. I made a number 
of holly leaves, painted them with white 
latex and the bright green fluorescent paint, 
and stapled them all around the windows 
and along the edge of the roof. We lighted 
up the entire front of the house with bright 
white spotlights, and the poinsettia. 
You could see this display for several blocks, 
and we did not use or need blacklight, which 
fact should thrill you. There was a 
tinual stream of cars past our house as long 
as the display was lighted up. Lo and be- 
hold, when the judging was over, we were 
awarded first prize. A lot of people asked 
me how I made the vivid and 
alive, but I told them it was a trade secret! 

Think of the possibilities of fluorescent 
colors in this millinery window in the pho- 
tograph. First, let us begin with the back- 
ground. Select white seamless paper, the 
size of the window background. Spray it 
with the white latex paint. When this ts 
dry mix up a deep blue in your fluorescent 
paint colors and highlight the entire back- 
ground with the paint. After this is dry 
cut out a piece of wall board 5/16 inch thick, 
about 10 inches wide and 8 feet high. Place 
the board at the angle of the outside “ray” 
of color in the picture. 


also 


con- 


colors SO 
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top and 8 inches at the bottom, and spray 
along the edge of the board. Do this six 
or eight times, then move over about three 
feet and repeat the same process. Then take 
your spray gun with the lemon yellow and 
make a swirl to the left as shown in the 
picture, and also to the tar right bring in a 
faint yellow. Use yellow fluorescent tubes 
around the background as we described in 
our previous article. 


Now we can proceed to the props. We 
created these props in our shop. We cut 
the design out of %-inch plywood, then 


wrapped them with tissue paper, and stapled 
it. Then we sprayed them with two coats otf 
white latex paint, followed by two thin 
coats of deep green fluorescent color. The 
props were decorated with pink roses. 

For the millinery we used mostly yellow 
and pink hats. The streamers trom the 
were sprayed in the usual 
fluorescent pink. 


top 


manner with 


| hope you can visualize the effect of the 
combination of these colors in fluorescent 
paints. I know that it arrested the atten- 
tion of a lot of women, as the hats were sold 
out and the millinery department had to re- 
order by telephone to New York City sev- 
eral times. 

These bold fluorescent 
tomorrow are here today. 
at your finger tips. | 
out and use them. 


paint colors of 
They are magic 
urge you to reach 
They will focus an un- 


articles each month as we look forward t 


new horizons in display. 


COMING UP! 


Children’s National Book Week Nov. 2-8 
Election Day Nov. 4 
World Fellowship Week Nov. 9-15 
American Education Week Nov. 9-15 
Veterans’ Day Nov. 11 


Christmas Seal Sale Nov. 15-Dec. 31 


Farm City Week 


National Cage Bird Week Nov. 23-29 
National Latin American Week Nov. 23-29 
Know Your America Week Nov. 23-2 
Thanksgiving Day Nov. 27 


Worldwide Bible Reading 


Month Nov. 27-Dec. 25 


National Prosperity Week Dec. 1-7 
Pan American Health Day Dec. 2 
Channukah (Jewish Holiday) Dec. 7 
Universal Bible Sunday Dec. 8 


United Nations Human Rights Day Dec. 10 


Bill ef Rights Day Dec. 15 
Pan American Aviation Day Dec. 17 
Christmas Day Dec. 25 

(DISPLAY WORLD will be glad to 


furnish the name and address of any of the 
sponsors of the above-mentioned events. 
Many of them make available free posters 
or other display material, as well as ideas 
for displays tying in with the occasion. 
Simply address your request to the Editor, 
DISPLAY WORLD, Cincinnati 1. 









Brand Name Display Promotion 


Proves Sound 


1 iS REFRESHING to note how one ot 
the country’s largest department 
did an exceptionally fine promotion for 
show 
received a great 
attention from passing trafhc. In 
hese days of frantic price competition, 
often on off-brand merchandise, retailers 
are apt to go far afheld trom the 
value merchandise at correct prices, 
which in the long run will prove 
a builder of confidence tor the merchant 
and better satistaction tor his customers. 
“You Can't Keep a Good ‘Brand 
was the theme }. T. Chord, display director 
Baer and Fuller, St. 
bank of three 
names in 


stores 


brand name merchandise through its 


windows and one which 


, 
aeai ot 


policy 
of top 
a policy 


Down” 
for Stix, Louis, used 
windows to teature 
men s These 


tor his 
prominent wear. 
interesting displays gave passersby ring-side 
battles of related and 
competing brands for sport and dress. 


seats tor the sales 

The windows simulated boxing rings with 
a cutout boxer, supposedly the winner, in 
the center. In the center window he held 
both gloved hands grasped above his head. 
In the 


held a 


flanking windows only one arm was 
lott 

Behind the three ropes stretched the width 
ot the windows were the standing manne- 
quins modeling the brand merchandise fea- 
on their half of that window. Held in 


Merchandising 


their hands 
hangers. 
draped across the ropes. In 


were other items or shirts on 


mannequins was more merchandise on forms 
or hangers, and still others grouped about 
on the floor. 

The two brands featured in each window 
were identified by the name in relief letters 
against a black background on the front 
edge ot the windows, between the central 
slogan tor the entire promotion. At the 
toot of each boxer were black-framed cards 
with additional copy. 

The backgrounds contained the white-on- 
black silhouettes of the spectators on the 
opposite side of the ring. The 
were clearly defined and distance perspec- 
tive was achieved by having those in the 
“cheaper seats” more vague. 


closer ones 


The photo here shows the center ot the 
three windows, with its flanking displays 
indicated by the inserts in the upper corners. 

This certainly was a winning combination 
for successful merchandising. 





Decorative Bows Offered 
For Holiday Displays 
The Printed String Company, 
Chicago, manufacturer of utility and decor- 
ative tape and ribbon, has a large selection 
of decorative wraps, ribbons and 


Chicago 


bows to 


In one window several items were 
front of these 


offer display men for their holiday displays. 
The paper designs cover a wide range ot 
patterns for Christmas and all other holiday 
occasions, as well as enameled, toil, em- 
bossed and solid colors. To match these 
papers there are many widths, colors and 
designs of ribbon to choose from. This gift 
tying ribbon has a unique quality which speeds 
up the wrapping operation; it sticks to it- 
self when moistened. This eliminates the 
need tor knotting and tying. 


POPAI Exhibit 
Set for March 

The 13th Annual POPAI 
held March 24, 25 and 26, 
Palmer House, Chicago, the 
announced recently. The show provides ad- 
vertisers and others interested in point-ot- 
sale merchandising with their only oppor- 
tunity to see the latest products o. the 
country’s leading manufacturers and sup- 
pliers of point-of-purchase advertising ma- 
terials — all at one time, under 

The POPAI Show has proven particularly 
valuable to advertisers contemplating using 
the point-of-purchase medium for the first 
time and to those planning to increase their 
point-ot-purchase appropriation. 


Exhibit will be 
1959, at the 
association 


one root. 


Berk Dies After 
Lengthy Illness 

Max Berk, engaged as a sales representa- 
tive in the display field tor many years and 
well known in display circles died in Buffalo 
after a lengthy illness on October 3 at the 
early age of 48. He was last on the 
staff of the Dutch Display Co., Buffalo. 


sales 
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EXTRA PROMOTIONS ATTRACT 
CROWDS TO LA CENTER 
[Continued from page 23] 


sewing machine duplicated the foregoing 
procedure. On the floor, a rattan sewing 
basket and different trimmings complete the 
window. 

The return to elegance was exquisitely de- 
fined in a series of millinery windows at 
the Broadway-Los Angeles, not illustrated. 
Ward Landram, display director, used a 
high fashion fall dress on a mannequin 
completely accessorized, and surrounded 
her with millinery. The hats were dis- 
played on brass five-arm sconces in the 
background and two- and three-arm stands 
on the floor. The combination of the chic 
merchandise with the brass accents of the 
fixtures promoted an extremely elegant 
feeling. 

Since late summer extends into early 
autumn in Southern California, because of 
the hot weather, causing many to take their 
vacation then, a travel window promoted 
a complete men’s wardrobe at Phelps- 
Terkel, where Mel Keith is display di- 
rector. The left side showed an open travel- 
ing bag with many accessories flowing out. 
The opposite side had a plateau on square 
brass legs filled with a suit on a form and 
more accessories with some of them flowing 
over onto the floor. Across the back wall, 
three diamond-shape black frames divided 
into halves formed the background. Travel 
scenes were then inserted into some of the 
openings. 

An interesting fall motif glorified this 
season’s fashions of dresses, suits and coats 
at Ohrbach’s-Wilshire on the “Miracle 
Mile.” Framed panels in different sizes and 
shapes with inserts of various textures, such 
as theatrical gauze, fiber mat, buckrum, 
plastic and horse hair were suspended for 

background. Various types of fall leaves 

different colors were applied to them. 

Chicly dressed accessorized mannequins 
adorned the foreground with an accessory 
grouping in the center of the floor as well. 

To the left, Bill Meissner, display di- 


rector, placed a large reader which said, 


“New colors, new textures, new fabrics 
shape the fall fashion look for 1958!” 

Another series not illustrated, carried a 
back to school promotion. Here Mr. Meiss- 
ner used a dark grey background washed 
with red lighting and filled the area with 
props of ladders, stools and a long board 
running across the length of the window. 
It was balanced on a step of a ladder at 
each end. These were painted either in 
golden yellow, bright red or moss green. 

Mannequins were dressed in vivid colors 
of campus fashions or either leotards, skirts, 
shorts and slacks 1n plaids and solids. Added 
effects were obtained by the use ot school 
books and pennants. 





Jerry Moss, Inc. 
In New Quarters 

Now at their new address is Jerry Moss, 
Inc., creators of sales promotion material. 
The firm has moved from 26th street to 212 
East 53rd street, New York 22. Their new 
phone is PLaza 3-5176-7. Mr. Moss is a 
director of the New York Sales Promotion 
Executives Association. 
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UP your CHRISTMAS DISPLAYS 
with the TRUE Christmas COLORS 
© Bulkton WHITE Soames is «Bright White 


INSIST ON 
























































































SEAMLESS 


Available in the following 

@ 107 in. width x 12 yds. @ Ribbon Widths 2-4-6-8 in. 
@ 107 in. width x 50 yds. @ Sheets 26 in. x 40 in. 

@ Scatter for your floor 


Dont Be Switched. _. INSIST ON A PROVEN PRODUCT 


SUPPLIED BY A RELIABLE SOURCE 


Write for Free Color Card ... Jobber Inquiries Invited 


BULKLEY DUNTON & (O., INC 


Bulkton Display Division 
CORRY 2-8257 CORRY, PENNSYLVANIA 
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Easily Adapted Ideas for the 
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Smaller Store By JIM KILEY 


fixturing and designing displays for a 

chain of hardlines stores here in New 
England that operate in conjunction with 
lumber and building material yards. After 
working with soft lines for so many years 
this assignment has been a very interesting 
one and the same basic principles that apply 
to the display of fashion lines can be ap- 
plied to many hardlines. 


| ‘OR THE past three years, I have been 


In my book, a good display is one that 
helps sell the merchandise, and I often feel 
that if the majority of displaymen felt the 
same way about it that the profession would 
receive better recognition by top manage- 
ment. It is nice to work with high fashion 
merchandise and to trim windows with 
beautiful mannequins and high priced props, 
but at the same time, the hardlines should 
receive their fair share of display effort 
and promotion. 

Many department stores featuring house- 
wares, hardware, power tools, electrical and 
other hardline departments will find that 
attractive displays which embody SELL will 
pay off and warrant their share of the over- 
all display budget. 

This chain that L. Grossman & Sons oper- 
ate is 22 retail hardline stores throughout 
New England and they feature check out 
units with the latest in modern 
fixtures and displays. 

I mention this, as I would like to propose 
that some hardline displays be featured on 
this page for a few months as a change of 
pace and source of ideas all especially de- 
signed for these lines. Will some of you 
displaymen and merchants who are inter- 
ested please drop me a line and when we 
have received some indication of interest, | 
shall be glad to select some outstanding 
drawings covering the hardware, house- 
wares and other hardline departments. 

(A) This attractive window designed to 
feature furs can be installed at a minimum 
cost with a section of wide royal blue 
paper being used for the window back. Build 
the arch from blocks cut out of imitation 
snow using a wood frame to support them. 
Two of the snow blocks can then be sus- 
pended from the ceiling on wire with letters 
cut out of blue card cemented onto them. 
A few blocks can also be used on the floor 
of the window so that fashion 
can be displayed on them. 


design 


accessories 


Place an attractive mannequin wearing a 
smart fur coat in the center and the display 
is ready to attract attention; the first step 
in making or consummating a sale. A few 
handfuls of artificial snow can also be 
scattered on the floor complete with a card 
to tell the story or possibly quote a price. 

(B) - (C) The infants’ and children’s de- 
partment can use a few of these pegboard 
units specially designed to appeal _ to 
children. Children’s and accessor- 
ies can all be displayed on them. They can 
easily be equipped with adjustable height 
pine board shelves resting on metal supports 
inserted in the holes in the perforated 
panels. The kiddie appeal figures can be cut 
out of homosote or plywood and 
painted in bright poster colors. 


dresses 


then 
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The writer once remodeled a children’s 
shop during which we attached similar cut- 
out figures at the ends of all the dress 
racks and they made excellent decorations 
for this department. These units can also 
be used in windows of children’s wear and 
their initial cost will prove a worthwhile 
one as they can all be reused, with or 
without new figures. 

(D) Another perforated hardboard panel 
unit that can be used for a number of lines 
and the eye catching cutout will lead cus- 
tomer attention to all the items open 
played on the panel. 

Note how another panel can be used at 
the left to carry the sales message; a good 
idea would be to step it forward enough 
so that a floodlight could be concealed be- 
hind it to reflect the light onto the mer- 
chandise displayed. 

(E) This panel unit features a gir!l’s cut- 
out figure so that it can be used to display 
teen age dresses, sweaters, etc. 


dis- 


Houston, Chattanooga Stores 
Win Springmaid Contest 


Miller Bros., Chattanooga, Tenn., won first 
prize among larger stores and Meyer Bros., 
Inc., Houston, Texas, won first among 
smaller stores in the annual Springmaid 
sheet window display contest conducted by 
Springs Mills, Inc. Second prize winner in 
the larger volume group was A. Harris & 
Co., Dallas, Texas, and among smaller 
stores was L. L. Stearns & Sons, Wil- 
liamsport, Pa. Forty other stores through- 
out the United States received honorable 
mentions. 

Prizes of $350 each went to Display D1- 
rectors Tom Theoford of Miller Brothers 
and Pat Gregory of Meyer Bros. Buyers 
Fred Rutemeyer of Miller's and Odell At- 
wood of Meyer’s each received $150. Ted 
Solomon of A. Harris and Margaret Hobbs 
of L. L. Stearns, display directors, 
$150 and Harris buyer Ross Darrow 
Stearns buyer Carl R. Axeman 
$100 as second prizes. 

A “ghost” theme featuring a sheeted fig- 
ure and the slogan “Prices so low they're 
downright spooky” were supplied to partici- 
pating stores in a contest kit prepared by 
Springs Mills. Prizes were awarded on the 
basis of the greatest originality and selling 
impact. 

Judging the contest were Miss Virginia 
Roehl of DISPLAY WORLD, Mr. Frank 
X. Kieffer, editor of Department Store 
Economist, Mr. Lester Gaba of Women’s 
Wear Daily and Mr. Gene Bennett, editor, 
Linens and Domestics. Judging was held in 
the Gold Suite of the Sheraton-East Hotel 
in New York. 


won 
and 


each won 


Dean to Direct Display 
For Maas Fashions 

Ron Dean, display manager for Waite’s, 
Inc., Pontiac, Mich., for the past two years, 
has resigned and accepted a similar position 


at Maas Fashions in Flint, Mich. James 
Kiel, his former assistant. has succeeded him 
at Waite’s. 


Made 
for 
Made-to-Order 


ENGRAVE YOUR OWN DISPLAYS 
with UNSKILLED LABOR 


er 


‘Lhe NEW HERMES port- 
able ENGRAVOGRAPH is 
specially designed to make 
small signs and nameplates 
quickly and easily, individ- 
ually or in small numbers. 


Make ideal displays for 
DISPLAY THEMES 
SPECIAL PROMOTIONS 
MERCHANDISING TIE-INS 


BEAUTIFUL EFFECTS can be obtained 
with a variety of materials — lami- 
nated plastics, plexiglas, metals, 
etc. Use a rainbow of colors too! 


EASY TO DO with unskilled labor, 
because of NEW HERMES tracer- 
guided principle. 


SAVES TIME—set the machine up in 
minutes, do beautiful, professional 
work quickly. Keep up with fast- 
moving display and merchandising 
developments. 


reer heeree1es eNncravinc MACHINE CORP 


13-19 UNIVERSITY PLACE, NEW YORK 3, N.Y 


PLEASE send me your 
28-page Catalogue DE-1!. 


49 










































Your Displays 
SELL MORE 


Color attracts customer attention 
Enhances disploys and helps to sell more 
merchandise! Try it. You'll soon see why 
color is such a powerful selling tool. 


You Can Do lt BEST with 
BEST actomerc GOLOR WHEELS 


Automatic 
Unit consists of a 13°' diameter plastic filter 
whee! having longer lasting, richer looking, 
plastic colors of red, blue, green, amber and 
straw. Revolving wheel is powered by [10 
volt, 60 cycle, self-starting synchronous motor. 
Unit includes rubber cord and silver and biack 
wrinkle finish. Excellent where controlled auto- 
matic color changes are desired in places such 
@s: store windows, night clubs, interior dis- 


plays, ballrooms, theatres, etc $22 50 


Only 
Prices Do Not Include Bulb 


ALSO 
BEST 400 WONDER SPOTLIGHTS 
BEST PEE WEE SPOTLIGHTS 
DISPLAY LIGHTING ACCESSORIES 


Write for Literature 


The BEST DEVICESCo.., Inc. 


10921 BRIGGS ROAD, CLEVELAND 11, OHIO 




















































XMAS FABRICS 

METALLIC MESHES 
TINSEL FABRICS 

VELOUR FABRICS 
BURLAP — 18 Colors 


Jobbers Prices 


Linen Theatrical Gauze — Fishnets 
Grass Mats — 3% x 6 feet 


VAN ARDEN FABRICS MNFRS. 


110 MURRAY STREET NEW YORK 7, N. Y. 





Every Twine or Rope. Every Need. Buy Direct. 








Clock Display Boosts 
Savings Accounts 

A window display featuring time all over 
the world and tieing into the immediacy 
of the moment for opening a savings ac- 
count in Whitestone Savings and Loan As- 
sociation, Whitestone, N. Y., attracted con- 
siderable attention from passersby and of- 
fered concrete evidence of interest and new 
recently. Twelve General Elec- 
tric-Telechron clocks move the nuclei of the 
association with flags and dolls 
representing countries the world pin- 
pointed on the world map in background. 


business 


display in 
of 


accounts 
persons 


One hundred ninety-one new 
were opened during its 300 


stopped in to see if a new clock would be 


use, 


given to anyone opening a new account 
and 175 persons sought price and retail 
source information 


Chromy Joins Frear 
As Display Director 


Named display director by the William 
H. Frear Co., Troy, N. Y., is Joseph G. 
Chromy, formerly with W. J]. LeClair Men’s 


He attended the School 
of Industrial Art and New York university. 
He has done display work for Wallach’s, 
Hecht’s and the Lerner stores in New York 
City well as free lance display work. 


Shop of Detroit. 


as 


Hub Floral Co. Sells 
Only Rated Wholesalers 


Purchase of products ot Hub Floral Co 
Boston, may be made only through rated 
distributors throughout the country, the firm 
emphasized, following mention of its new 
catalogue in the September which 
erroneously left the pur- 
can be made firm. 


issue, 
impression that 


chases direct from the 





















TRADE PERSONALITIES No.8 4, dover 

















Born iN PHILAPELPHIA 
MARCH ZO, 19Zl. 
AT '1@ PRINTED PRICE NCKETS 
For FATHER AFTER, SCHOOL, 
WAHe SOLD THEM TO RETAIL 
STORES BY DIRECT MAIL. 
LATER BRANCHED INTO SILK 
SCREEN PROCESS PRINTING 
FIELD, SPECIALIZING IN SYN-— 
PIcATEP SALE SIGNS AND 
SEASONAL DISPLAYS, AND 
INCORPORATED BUSINESS 
AS PISPLAN MAKKETERS INC. 


InN 946 MARRIED Miss v 
BEATRICE LEVITT, ALSO OF 
PHILAPELPHIA, AND THEY 
HAVE THREE CHILPREN. 


>) Gis Hospsy Is PHOTOGRAPHY, 


ANP HE 1S ACTIVE IN THE 








in ae 








LOCAL BRANCH OF THE SCKEEN 
PROCESS PRINTING ASSOCIATION. 


Otibold L. 


ENKER” 


SECRETARY -TREASURER, 
DISMAR DISPLAY MARKETERS INC. 


PHILADELPHIA, Fe. 
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Recommended Lighting Tables 
For Stores Issued 

llluminating Engineering, journal of the 
Illuminating Engineering Society, listed in 
a recent issue its current recommendations 
for proper lighting for show windows and 
store interiors. It is reproduced here for 
the benefit of everyone concerned. 


SHOW WINDOWS 


Footcandles* 

Daytime lighting 
General 200 
Feature 1,000 


Nighttime lighting 
Main business districts—highly 
competitive 


General 200 
Feature 1,000 
Secondary business districts or small 
towns 
Genera! 100 
Feature 500 


Open-front stores (see Display light- 
ing under Store interiors ) 
STORE INTERIORS 


Circulation areas 30 
Merchandising areas 
Service 100 
Seli-service 200 
Showcases and wall cases 
Service 200 
Self-service 500 
Feature displays 
Service 500 
Selt-service 1,000 
Stockrooms 30 


(1) Above values are illumination on the 
merchandise on display or being appraised. 
The plane in which lighting is important 
may vary trom horizontal to vertical. 

(2) Specific appraisal areas involving diffi- 
cult seeing may be ligated to substantially 
higher levels. 

(3) Color rendition of fluorescent lamps is 
important. Incandescent and fluorescent 
usually are combined for best appearance 
of merchandise. 

(4) Illumination may often be made non- 
uniform to tie in with merchandising layout. 
*Minimum on the task at all times. 


New Dress Form Available 
From Economy Cover 

As a matching piece to the “Easy Pin” 
blouse and sweater form already available 
from Economy Cover Corp., is a new dress 
form. According to the firm, it is beauti- 
fully shaped to modern dimensions for life- 
like presentation of ladies’ dresses, two piece 
garments, etc. Forms come in fleshtone or 
white with gold spatter and boast such 
features as easy to pin, unbreakable, wash- 
able, full round neck and shoulders and ex- 
tremely light weight of only 11 ounces. For 
complete information write to the firm at 
369 DeKalb avenue, Brooklyn 5. 


Tarnawa Design Enters 
Merchandising Field 
With the opening of new and larger quar- 
ters at 348 East 49th street, New York City, 
the industrial design firm of Tarnawa De- 
sign, Inc., announces the company’s reor- 
ganization and entry into merchandising de- 
sign for showrooms, products and point-of 
sale exhibits. The firm stresses the use of 
graphics with brilliant and unusual color. 
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SCULPT-O-FOAM 





Reg. Pend. U. S. Pat. Off. 


SCULPT-O-FOAM is lighter, has greater rigidity and is more economical than most foamed 


plastics. 


Interesting carvings can be made with a specially developed tool called ELECTRO- 
SCULPT that works on the hot wire principle. 


The machine will pay for itself within a short 


time. ELECTRO-SCULPT MACHINE $75.00. (Works equally well on Styrofoam or Sculpt-O-Foam. } 


14" x 36" x 72" 


te x 36" x 72" 
2" x 36" x 72" 





SCULPT-O-FOAM............. $28.50 per case 
packed 24 to a case S ume era 
packed 12 to a case 4" x 36" x 72" 
packed 6 to a case 


FLAMEPROOF SCULPT-O-FOAM 10% EXTRA 


packed 4 to a case 
packed 3 to a case 
packed 2 to a case 


6" x 36° x 72" 


Se “ 


alters inc. 


156 7th AVENUE, NEW YORK 11, N. Y. 





Algonquin 5-1500 








LUMBER 


From a 1” furring strip 
toa 12” x 12” Timber. 








Masonite 
Celotex 
Mouldings 
Homasote 
Plywood 


Upson Board 





Cut to your specifications by one of New York’s 
LARGEST and most DIVERSIFIED Lumber Companies. 


® FAST SERVICE @ 


TULNOY « reine! ine. 


17 Ridgewood Piace Brooklyn 27, N. Y. 
Glenmore 5-414] 


There are more Special Items in this MODERN Lumber Yard than in any other in New York 




















Cai ‘Jiff-E-Sign 


MAGNETIC LETTER 


Nothing goes up quicker. 3-D Magnetic 
Jiff-E-Sign Letters make sign rae a a 
whiz. Made of durable plastic, white or 
gold, they stick to any steel surface and 
come in sizes from 2 to 5 inches. 








































No. 3041 
TOP DRAWER 
OBELISK 


Walnut obelisk with three glass 
shelves and partially extended low- 
er drawer .. . lion's head, drawer 
pull and lion's claw feet are brass 
.. . 40" high x 12" wide x 12"deep. 
In stock. 


each $29.95 


‘DOERR ee 


INCORPORATED 
display designers and manufacturers 
SECOND AND MASSIE STS. 
PORTSMOUTH, OHIO 




























FIREPROOF .. . REALISTIC 
SPARKLES LIKE Real SNOW 


Available in 50 Ib. Bags 


U.S. MICA COMPANY, INC. 


79 PROSPECT ST. 
STAMFORD, CONN. 
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—Among those present for the celebration of the opening of Bay Area Dispiay in its new San 
Francisco quarters were: In the foreground, left to right, Herb Rayunaud, Blum's, San Fran- 





cisco; Al Kahler, Macy's, Hillsdale, Palo Alto; Rocky De Viso, Kahn's, Oakland; Tony Marcus, 


White House, San Francisco; Mrs. Joe Holmes, Bay Area Display, and Chuck Davis, 
The insets are Mr. and Mrs. Ray Rodrigues, owners of Bay Areca 
Identifiable in the far background are: Dick Thaxton, Emporium, Palo Alto; Mrs. 
Emporium, San Francisco— 


lance display photographer. 
display. 
Rodrigues, and Bob Cain, 


Bay Area Display 
In New Quarters 

Ray and Lydia Rodrigues, owners of Bay 
Area Displays in San Francisco, celebrated 
their move to larger quarters with a gala 
cocktail party. Their new location is in 
the Merchandise Mart at 1355 Market street. 

A young company, founded in February, 
1955, in a very modest space with Lydia and 
Ray doing all the work themselves, their suc 
cessful operation has expanded many fold. 
Their new quarters have large showrooms 
and office space with complete shipping and 
receiving facilities. And they now employ 
a good size ofhce staff and three salesmen 
who cover the entire West coast. 


Adjustable, Attachable Arms 
New Form Accessory 


A new and unique coat form 
has just been introduced by Display Ajids 
Co., 18115 Middlebelt road, Livonia, Mich., 
to add life and action to the display of men’s 
wear. Adjustable and attachable arms for 
standard garment torms with two-way bul- 
let swivels make possible the smooth and 
natural display of garments. They are made 
ot wood and brass and are indestructible. 


accCessory 


Library Displays Contained 
In New Publication 

Effective Library Exhibits is the title of 
a new book by Kate Coplan, Baltimore li- 
brarian and publicist. This is the first book 
published on how to prepare and promote 
good library displays, and it is profusely 
illustrated with attractive examples. After 
stating the case for exhibits, she deals with 
display ideas and arrangement, preparation 


free 


and techniques, posters, signs and show 
cards, tips to teachers, library book fairs, 
lighting, promotion and basic silk screen 
Appendices offer specific tools in display 
planning and preparation. The author is 


Director of Publicity for Baltimore's famed 
Enoch Pratt Library. The book 1s published 
by Oceana Publications, New York City 


Leigh Opens Seminar 
By POPAI-NYU 


Among the remarks ot N. J]. Leigh, chair- 
man of the Board of Directors of Einson 
Freeman Company, Inc., Fair Lawn, N. J., 
at the first of eight seminars dealing with 
point-of-purchase advertising September 25 
was this statement so applicable to the dis- 
play field in general: 

“Items on display have an enormous ad- 
vantage over all others in the fast impulse 
shopping so common today. The applica- 
tion of the results of the DuPont survey 
which in 1956 revealed that 48 percent of 
all supermarket purchases are made on im 
pulse, are being felt in all forms of mer- 
chandising. Drug chains are using the 
supermarket gondola as a fixture. They 
know that open display and people walking 
around displays of merchandise stimulate 
sales, particularly of sundry items. 

“In every other field of merchandising 
the same forces are at work. The new con- 
cept of retailing rests on two principles: 
self service and self selections. The super- 
market has taught people how to pick and 
choose and they would rather not be ‘sold’.” 


These seminars are sponsored by the 
Point-of-Purchase Advertising Institute in 
conjunction with the New York Univer- 


sity Management Institute. They are held 
in New York City. 


DISPLAY WORLD 


























got under way January |. 
to take part. There are 99 merchandise 
and service classifications, and every dis- 


playman is eligible for the plaques and 


medal 


Display Contest — with 309 awards — will 
continue to prove an incentive to still better 
display throughout the world and to reward 
outstanding displaymen with tangible evi- 
dence of their ability. 
this recognition of meritorious work will bene- 
fit the entire profession, and we view it as 
one of our obligations to the field we serve. 
All displaymen are invited to participate. 


There are no restrictions. 


















































































































































. Women's and Misses’ eve- 
ning wear. 

. Women's dresses. 
Women's sportswear. 
Women's coats, suits. 


Women's footwear. 

. Women's hosiery. 

. Handbags, umbrellas. 
. Women's gloves, 
. Jewelry. 

. Handkerchiefs, 
. Corsets, surgical garments. 





DISPLAY WORLD INTERNATIONAL 





Decide now 


awards. This Ninth 


International 


It is our belief that 










DISPLAY, 
WORLL 
AWA HO 
FOR 
DISPLAY 
MOHAVE 








36. Notions. 

37. Linens, bedding. 
38. Furniture. 

39. House furnishings. 
40. Paints, wallpaper. 


Furs. 41. China, glassware. 
. Bridal display. 42. Silverware. 

Lingerie. 43. Toys. 

Millinery. 44. Luggage. 


45. Sporting goods. 

46. Musical instruments. 
47. Radios, television sets. 
48. Gift novelties. 

49. Books. 

50. Stationery. 

51. Greeting cards. 


accessories. 


blouses. 


16. Women's bathing suits. 52. Drugs. 

17. Cosmetics, perfumes, etc. 53. Tobacco, smoking 

18. Children's apparel. equipment. 

19. Children's footwear. 54. Groceries. 

20. Children’s hosiery. 55. Candy. 

21. Infant's wear. 56. Liquor, other bottled goods. 
22. Men's clothing. 57. Refrigerators. 

23. Men's shirts. 58. Ranges. 

24. Men's neckwear 59. Laundry equipment. 

25. Men's hats. 60. Lamps. 

26. Men's shoes. 61. Electric and gas appliances. 
27. Men's socks. 61-A. Major appliances. 

28. Men's underwear. 62. Vacuum cleaners. 

29. Men's swim suits. 63. Kitchen equipment. 

30. Men's sportswear. 64. Garden tools and 

31. Men's toiletries. equipment. 

32. Men's robes. 65. Hardware 

33. Men's evening wear. 66. Automobile showrooms. 

34. Men's gloves. 67. Automobile accessories 

38. Yard goods. and equipment. 
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68. Florist display. 

. Photographic equipment. 
. Optical goods. 

. Exhibit booth. 

72. Exhibit display. 

. Institutional display. 

. Civic display. 


. Christmas 


interior. 


. Christmas facade and 


marquee. 


. Christmas window display. 
. Floats. 


. Showcards, 


pen-lettered. 


. Showcards, machine-lettered. 
. Showcards, hand-lettered. 
. Banks and other service 


83. 


institution display. 
Travel display. 


. Animated display. interior. 

. Animated display, window. 

. Anniversary display. 

. Valentine Day display. 

. Easter display. 

. Mother's Day display. 
Cotton Week display. 
Father's Day display. 
Independence Day display 
Thanksgiving Day display. 
Style show setting. 

. Interior ‘shops"’, such as 
“Town & Country", ‘'Bud- 
get"’, etc. 

. National advertiser's display. 

. National advertiser's display 
unit. 


Miscellaneous. 


Mail Your Entries to Contest Editor 





DISPLAY CONTEST 


DISPLAY WORLD'S big contest for 1958 





Top awards will be beautiful gold, silver and 


bronze plaques, and there will be gold, silver 


and bronze medals presented in each of 99 


classifications covering every type of mer- 


chandise. 


In addition, a gold medal will be 


awarded each month for the best display 


entered in the contest during that month. 
Thus there will be a total of 309 awards. 


Every displayman, no matter where, is invited 


to 


participate in this contest. There are no 


strings attached, no entry blanks, no slogan- 


writing; nothing is required but good displays. 


Read the rules carefully and get your entries 


started today 


. and keep them coming. 


The more entries submitted, the better your 


chances for international recognition. 


-_ 


eo ww 


5. 
6. 
7. 


9. 
10. 


il. 


12. 


DISPLAY WORLD, cincinnart! 1, on10 


NOVEMBER, 


. Each photograph must 


RULES 


. Any displayman in the world may enter this contest; 


it is not necessary to be a subscriber to DISPLAY 


WORLD 


. All entries must be of displays installed during the 


year 1958. 


. Entry is by means of one or more unmounted black- 


and-white glossy photographs, preferably 8 x 10 
inches in size. As many entries may be made as 
desired. No entries will be returned. 

be clearly marked on the 
back with the name of the entrant, store, city, and 
contest classification. Example: “John Jones, Dexter 
& Sons, Kansas City, Mo. Classification No. 74”. 
All entries become the property of DISPLAY WORLD. 
All entries must be sent to Contest Editor, DISPLAY 
WORLD, Cincinnati 1. 

Entries may be submitted at any time. All entries 
received during a given month will be judged for 
the monthly gold medal award for the “Display of 
the month”. The contest ends December 31, 1958. 


. The entry judged best in its classification will re- 


ceive 3 points and a gold medal; second best, 2 
points and a silver medal; third best, 1 point and a 
bronze medal. The entrant who receives the great- 
est total number of points will be awarded a gold 
plaque, suitably engraved; the one receiving the 
second greatest total number of points will receive 
a gold plaque; the third greatest total number of 
points a silver plaque, and fourth a bronze plaque. 
Each photograph entered will be eligible for only 
one classification. 

Judging for the annual awards will be done by an 
outstanding board of well-known display authorities. 
Their decisions will be final. 

Judging for the monthly “Display of the Month” gold 
medal award will be done by the editorial staff of 


DISPLAY WORLD. Their decision will be final. 
In case of a tie, duplicate awards will be made. 
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Yarrow 
Safflower 


“+- many other varieties of dried 
and preserved flowers and foliage. 


Send for free Brochure today. 


BENSON CO. 


202 E. PACIFIC COAST HWY. 
LONG BEACH 6, CALIFORNIA 
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Pan American Announces 
Display Contest Winners 


N A COMPETITION sponsored by Pan 

American World Airways, retail stores 

throughout the U.S. and Canada used 
the art of window display to blend tuturis- 
tic symbols ot the Brussels World's Fair 
with the glamour of international travel as 
a backdrop for their own merchandise. 

First prize winner is Don Allen, display 
director of Julius Lewis, Inc., Memphis, 
Tenn. Prizes will also be distributed to 1] 
other major winners. 

A panel of judges studied window displays 
featuring the Brussels World’s Fair which 
retail stores exhibited during April and 
May. Displays were judged in categories 
based on annual gross volume. 

Allen’s display won first prize among en- 
tries submitted by stores with an annual 
gross volume of under five million dollars. 
It was later judged in competition with other 
first prize winners representing three cate- 
gories of stores, all of which do a greater 
annual gross volume than the Memphis store. 


—Winner of the grand prize was the display 

shown at top, by Don Allen for Julius Lewis 

of Memphis, Tenn. . . . At center, first prize, 

by Frank Green for Sample Shop, Buffalo . . 

Bottom, by Peggy Mitchell for Neiman-Mar- 
cus, Dallas— 
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In this final inspection the judges selected 
the Julius Lewis display as the best in all 
classes and the winner of the grand pzize. 

Allen’s prize is 10 days in Europe for two. 

First prize in each of four categories is a 
$300 vacation on a tropical isle; second 
prize is a $150 gift certificate, third prize 
is a $75 gift certificate, good for transpor- 
tation on Pan American Clippers. For run- 
ners up there are 25 special citation awards. 

The winners, according to categories, are: 


Group A: First prize — Peggy Mitchell, 
display designer, Neiman-Marcus, Dallas. 
Second prize — Milton Handelsman, vice- 


president and general sales manager, Gold- 
blatt Bros., Inc., Chicago. 

Group B: First prize — Joseph Boggia, 
display manager, R. H. Macy & Co., Park- 
chester branch, Bronx, N. Y. 


Group C: First prize — Frank Green, 
assistant display manager, Sample Shop, 
Inc., Buffalo. Second prize — Pat Gregory, 
display director, Meyer Bros., Inc., Houston. 
Third prize — Ida Diener Zizda, display 
manager, J. J. Newberry Co., Los Angeles. 

Group D: First prize — Allen. Second 
prize — Burt E. Pringle, display director, 


Rosenblum’s, Jacksonville, Fla. Third prize 

Willard Caywood, display manager, the 
Palace Clothiers, Tulsa, Okla. 
Bradley Participates 
In Fashion Clinic 

Sharing in a discussion of “Coordinating 
fashion and home furnishings” at a train- 
ing clinic sponsored by the Fashion Group 
of Chicago, September 30 was Clement C. 
Bradley, display director for Carson, Pirie 
Scott & Co. With Mr. Bradley on the pro- 
gram was Carol Williams, fashion coor- 
dinator, Gimbels, Milwaukee. 


New Drawing Board 
Aid to Displaymen 

Made of translucent, light weight plastic 
is a new precision drawing board available 
from Duplex Display & Mig. Co. Among 
its features are recessed clamps, retractable 
straight edges and rubber marproof mount- 
ing. It is designed for 8% by 11 inch paper 
and comes complete with two triangles. 
Brochures are available. Write to 916 Arch 
street, Philadelphia 7. 





New Revolving Spotlights 
Animate Displays 

Scintillite is a new unit involving revolv- 
ing reflector spotlights or floodlights that is 
reported to achieve movement and life in 
displays without the need for mechanical 
turntables, flashers, fans, banners and other 
similar units. An electric motor revolves the 
lights. Further details can be obtained from 
the manufacturer, Spincraft, Inc., 4135 West 
State street, Milwaukee 8. 


P-O-P-A-| Publishes History 
Of Successful Promotion 

A new case history showing how West- 
inghouse pushed sales of Melmac Dinner- 
ware from less than $1 million annually 
to more than three times that amount 
in a six-month period by installing self- 
selection floor stands in supermarkets has 
been published by the Point-of-Purchase Ad- 
vertising Institute. Copies are available 
from 11 West 42nd street, New York City 36. 
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“SGNPRESS' 


) 
bo - v) 
SHOW CARD AND POSTER MACHINE 


ok eats) SPED..-SIMPLICITY 
7) LOW OPERATING COST.-LONG LIFE 


MODEL “At We 


With new “Magnetic” type 
lock up. Greatest advance- 
ment in sign machines within 
last 25 years. SPEEDS UP 
OPERATION and provides 
complete flexibility of type 
arrangement. 


MODEL “"B" 


A medium priced sign mo- 
chine using rubber type. Pro- 
duces high quality signs at 
low cost. 



























_ gu050N'S—Sma new / 2 1 

















. Te ER 
> AS NPM ay « 
: i ak ; 


























Many national chains have 
from 50 to 500 or more Sign- 
press machines in use. 





MODEL A — i4x 22 
MADE IN THREE SIZES . .. WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 


DISPLAY EQUIPMENT CO. — BOX K-144, ADRIAN, MICH. 


~ 











/ Poly Vase Jardiniere Jardiniere Art Vase 


ALL PLASTIC VASES 


Especially Suitable for 
Artificial Flower Display 











Floral Vase 




















Basket 








e LIGHT IN WEIGHT 
@ HARD TO BREAK 
e@ EASY TO CLEAN 


Write for literature and prices 


























Starter Pots Fan Vase Utility Vase 


ATLAS PLASTICS, Inc. tiiettirt! 
Injection Molding @ Designing © Assembling ® Finishing @ Consulting Engineers 


FLASHERS 


Since 1900 


Force Attention, Increase Advertising Value 


355 RIVER ROAD RIVER GROVE, ILL. 
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Display Board 


CUT and READY 
FOR USE 
IN CONVENIENT 
SIZES 


4 Ply Fibreboord—regular 
2 Ply Fibreboord—bending 
board 


e EASY TO HANDLE 

e@ EASY TO STORE 

@ RAZOR CLEAN EDGES 

@ READY FOR PAINT, 
WATER COLOR OR 
SILK SCREEN 

e ECONOMICAL 


PACKAGED IN 
CONVENIENT SIZES 


Carry it yourself. 
No package over 50 Ibs. 


‘ GENERAL 
¢ Distributing Co. 


' 461 W. Erie St., Chicago 10 


; Fill in the space below for 
, samples and prices. 


’ 
' Name 


Address 





.... Uisplay creators 


display manulactarers 


Home of 
go ; 
Cicelalele lo mm Cialic 
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(Continued from page 10) 


Display's power to sell more merchandise 
faster is yet to be fully utilized, which 
foretells a tremendous expansion potential for 
professional display service and the products of 
the display industry. 

Furthermore, here exists an opportunity for 
active local display clubs to render a real 
service to retailing as a whole. It is to be 
hoped that displaymen in the major cities will 
follow the example of St. Louis, whose Display 
Guild has embarked on a sound program that can 
accomplish much for the displayman, merchant and 
the related display industries. 


Displaymen, alert yourselves to the great 
opportunity knocking at your doors. The lack of 
recognition for your valuable services is perhaps 
due to your own negligence and apathy. The road 
is clear; it is up to you to carry the ball. 


A great disappoinment that has given me no 
end of concern is the omission of a display 
clinic or other educational feature for the 
forthcoming NADI Spring Market Week. NADI should 
not be blamed for this because it is the result 
of the abominable attendance at the wonderful 
display clinic in conjunction with Christmas 
Market Week last June. The material presented 
at this clinic by fashion and merchandising 
authorities was most valuable and merited the 
attendance of every displayman at the display 
show. Perhaps it is this apathy and lack of 
interest that is responsible for the comparatively 
slow advancement of the display profession in 
appreciation and prestige by store management. 

Think this over carefully and voice an 
opinion to the writer. I can vouchsafe that your 
opinions will be given careful consideration and 
you will be provided with a display clinic at 
future NADI shows if you ask for it. The display 
industry realizes that its growth is tied together 
with yours and will enthusiastically grant your 
wishes. Do write me a few words on this important 


matter. 
Cordially yours, 


DISPLAY WORLD 













A never failing eye-catcher in displays 
is the unusual, the different, the artistic 
properties which can enhance the appeal 
of your merchandise. Unfortunately, the ac- 
quisition of such items is often expensive, 
and beyond the budget of the smaller stores. 

It is possible to rent interesting treasures 
from the metropolitan museums. Established 
importers of objects from many foreign 
countries are easily located in the larger 
cities and several maintain mail-order de- 
partments. But, by and large, the smaller mer- 
chant is not usually aware of such availa- 
ble items for use in display. 

There is another source from which the 
location of unique properties can be secured. 
Most of the foreign countries, no matter 
how small, are always glad to answer in- 
quiries as to where native handiwork, curios, 
unusual textiles, toys, clothing and other 
works of native art can be purchased. 

All you need do is write to the consul of 
the country from which you wish this in- 
tormation. The consulates are located in 
most large cities. Mail will be forwarded 
to them even if you do not have their cor- 
rect street address. 

[, personally, am interested in promoting 
products, Guatemalan of origin. Everything 
is in the unique, ancient traditional style of 
the Mayan Indians. They are an interior 
decorator’s dream come true; fascinating 
wood carvings, unusual textiles for cloth- 
ing, towels and table cloths; exotic jewelry 
not found anywhere else on earth. There 
are dolls wearing identical clothing as the 
Indians who made them. These are only a 
few examples of what can be secured at 
reasonable cost to aid you in future displays. 
—Cisco Drake, International Exchange, 
(,uatemala City, Guatemala. 


Display Sign Catalogue 
Available from Pollack 

Counter display signs and other printed 
general and seasonal promotions are in the 
new catalogue issued by Pollack Poster 
Print, Inc. Signs can be ordered from the 
samples shown or the firm will provide the 
artwork according to your specifications. In 
case of any questions or problems in this 
area contact the firm at 877 Main street, 
Buffalo 3. The catalogue is available upon 
request. 


nl 


Oomphies’' Money Tree 
Holds 24 Slippers 

A gay eye-catching floor selector displays 
24 individual slipper styles, on Plexiglas and 
brass arms, extending from an anodized 
aluminum column. The colorful canopy and 
base is made of tempered masonite and steel 
trimmed with gold anodized aluminum 
moldings. It is distributed nationally by 
Oomphies Inc., and was designed and manu- 
factured by Copeland Displays, Inc., New 
York City. 
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SANTA CLAUS SUITS 


To make your Santa look real... and at low cost to you! 

No. A-5—DE LUXE red velour No, A-9—FINEST QUALITY outfit made of 
outfit consisting of overblouse, RED VELVETEEN. Consists of overblouse, 
pants and hat of red velour pants and velveteen hat trimmed with white 
trimmed with white PLUSH. PLUSH. Heavy weight leatherette belt with 
Heavyweight leatherette boot large gilt buckle, leatherette boot tops with 


tops and belt. Large size only. white plush trim. Large size only. 
$57.50 without wig & beard $75.00 without wig and beard. 
No. A-3—RED TWILL SANTA OUTFIT, without wig and beard...... $22.50 


SANTA WIG & BEARD SETS 
100% Nylon Wig & Beard Set, Standard... ..$19.90 


Deluxe Nylon Wig & Beard Set—50% fuller than Standard......... $29.50 
Super Deluxe Nylon Wig & Beard Set—100% fuller than Standard. t-¥> 
Nylon Half Wig and Short Beard Set—must be worn with Hat....... $10 ond 


Mail Orders Filled HER7BERG-ROBBINS, INC. 


immediately’ 110 W. 30th Street, New York 1, WN. Y. 
Order Now! | PEnn 6-3585 








ABSOLUTELY NON-INFLAMMABLE ‘'FA-10'' ADHESIVE 


15 
Kit inclu 
Jars .. 


Hoses. Complete Kit $198.50. ““FA-10” Adhesive is colorless . 
will not stain or discolor flock ... has a —— odor. Flock is 


available 


“Sparkles” 
flocked object. ‘Glitters’? come in Silver, Gold, Green, Blue and 


HANCE YOUR DISPLAYS with 


FLOCKING 


SUPER-SPECIAL FLOCKING KIT 





FLOCKING COLORS «+ SPARKLES «+ GLITTERS 


des Super- Special Compressor . . . Flock Gun with 3 
. Adhesive Spray Gun with Cup ... Two 15 Foot Air 


ite. Non-inflammable 
pick up reflections that add brilliance and life to any 


in 15 Rayon Colors and Cotton W 


| Red. A “Real Gem” for that striking “‘jeweled”’ effect. ORDERS SHIPPED SAME DAY RECEIVED 
| WRITE FOR FREE ILLUSTRATED CATALOG AND COLOR CHART FROM OUR COMPLETE STOCKS 





SCHUPP FLORIST SUPPLY CO. 1143 GREENLEAF 


WILMETTE, Itt. 






















WHAT EVERY SANTA CLAUS 
WANTS FOR THIS CHRISTMAS! 


A NEW Meyer Jacoby 100% 
DuPont Nylon Wig and Beard Set 


@ Flameproof @ Pure White @ Washable 
@ Lustrous e Combable @ Re-settable 
@ Easy to clean and keep sparkling-white. 


Preferred by professionals everywhere! 
individually oa 


y } 4 1 
yt anil 20 
(fle Sy 4 | Fe UWY 34 West 20th St. 


New York 11, N.Y. 








& SON, INCORPORATED 
“Giving and Forgiving for Peaceful Living’’—MEYER JACOBY 
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NOW is the time to see what is considered 
the finest plastic mannequin in the industry! 


LAIR svasuc MANIKINS 


. 18th STREET NEW YORK CITY 








Ras Jas ae FROM OUR CATALOGUE! 


R — ! ° 


NOVEMBER, 1933 





. John Polari, display director, Chas. A. 
; | Stevens & Bros., Chicago, predicted that 
29-00 RAD 09: #9. Oats , | “store windows of the future will be more 
~ Ta ae r a Ml eae a 
> AS | r _ decorative ... They will retain the light 
wnt ' colors — even go pastel. Silver and gold 
will complement the whites and cream tones. 
There will be plenty of originality because 
of the vast field of decoratives to choose 
trom.” 
Average intensity of lighting in a medium 
| size department store doing an annual 
at ~ volume of $2 million was only six foot- 
ALL FRAMES ARE MADE OF HEAVY egg iK - tandinn: 
GAUGE FORMED PLASTIC—WOOD aa 7 : Andrew Young, president and general 


REINFORCED — METALLIC PLATED tory 4 manager ot Peter Young, Inc., New York 


) . City, men's wear retailers, made a plea to 
FINISH—CHOICE OF COLORS. ALL oe % thn aks | owners of unoccupied stores in various 
FRAMES COME IN SIZES 29 x 47 OR = , , ie . | community shopping centers of the ste to 
a Tag | allow nearby retailers to use the window 

34x47. SPECIAL SIZES BY REQUEST. ial — - | space for displaying merchandise, thereby 
' helping to improve the physical appearance 

of the district. 
ih eines a | Wilmot Fisher joined the display depart- 
$22.50 PY « | ment of the E. T. Slattery Co., Boston. 

Hans H. l[hle, display director for Frank- 
Write for the Complete Illustrated 20 Page Catalogue lin Simon & Co., New York City, went on 


record as favoring “ a club that will promote 

D c C Oo KK A T i V t D | S$ P [iA YS the friendly relations among metropolitan 

display directors, and furthering the ef- 

57-57 63rd STREET MASPETH 78, QUEENS, N. Y. ficiency and creative aspects of display 
work.” 

Carl V. Haecker, general display director 

for Montgomery Ward & Co., declined to 


° ° | accept th residency of the International 
For economical, sparkling Snow Effects ee ee oe ne 


Association of Display for business 














reasons. George W. Westerman, Jackson, 


YCO “SNO FLOC K" | Mich., was elected in his place. 
RA | NOVEMBER, 1948 


_ John Cooper, display director for Mandel 
° J | Bros., outlined the objectives and aims of 
Just Spray it on. the Chicago Display Club for the future, 
|_when announcing that club activity and 
| membership reached an all-time high during 
LOW-COST RAYON FLOCK, PURE BLUE-WHITE ds sak Soe pears: 

| Miss Florence Trenk, manager of the 
COTTON SNO - FLOCK FOR LOWEST COST | retail sales division of W. L. Stensgaard & 
Associates, Inc., Chicago, embarked on the 

S.S. Brazil for a South American tour. 
Colors also available Frederick M. Yost was selected for 
the post of Director of Design at John 
Wanamaker, Philadelphia. Herbert Faber 
O d f remained with the store as display manager. 
raer trom Arthur H. Kohlbusch, president of the 
Showcard Machine Company, Chicago, died 


RAYON PROCESSING Co., INC. — ee lasting several months. 


Darling Company, Bronson, 

Mich., was the subject for a recent radio 
85 MOSHASSUCK STREET, PAWTUCKET, RHODE ISLAND |. scuieain ‘entitied “Westera Michlaen et 
Work,” featuring the history and growth of 
the company as well as operation of its 
various plants. 


Vi & SUPPLY USE THE Al Blaha was elected president of the 
ee sie OPPORTUNITY EXCHANGE Milwaukee Display Club at their meeting 


Antique Baby Stotghe ey owes ~~ For any WANT AD purpose: in the new auditorium of the Blatz brewery. 
Bell and Howell Balopticon.......... , Be 2 a ieee an 
cee Gieiy Gate ge "17.00 POSITION WANTED POSITION VACANT Other officers were: Dave Seelig, first vice 


5'//, ft. Coffee Grinder (mill). ie 54.50 USED DISPLAY EQUIPMENT FOR SALE president; Herb Weber, second vice-presi- 
hood een nerrtas REPRESENTATIVES WANTED dent; Frances Marks, secretary; Ed Doel- 
Mig. and suppliers of unique display props $4.00 Per Column Inch— CASH WITH ORDER ger, treasurer, and Ralph Nevling, member 

RR-1, DEPT. DI1 ARTLAND, WISCONSIN of the board of directors. 
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Maharam Fabric Corporation’s Chicago 


office moved into new quarters occupying 


the entire fifth floor of the new Wurlitzer | 


building in the heart of the downtown 
shopping district. 


R. C. Kash, editor of DISPLAY WORLD, 


spoke on the past and future of display and | 


the need for display research before mem- 
bers of the Cedar Rapids, Iowa, Display 
Club. 

Charles J. W. Floyd, display manager for 
Lousol’s, Inc., Philadelphia, addressed the 
students of the National Display Institute 
there. His topic was lighting and color in 
display. 





Shop-A-Teria Opening 
Exceeds Expectations 

Shop-A-Teria, Elgin, Ill, a specially de- 
signed, low mark-up junior department store, 
unique in its self-service merchandising ap- 
proach, has broken the sales-personnel bar- 
rier for retail clothing and footwear. E. J. 
Kleckner, president of Shop-A-Teria, Inc., 
announced that the store’s four-day grand 
opening has exceeded “by far” our expecta- 
tions for interest shown by the public. 

In the 50,000 community of Elgin, IIL, 
Kleckner revealed, more than 6,000 people 
visited the new store during the opening. 
He continued: 

“We feel the shopper trafic shows a huge 
reservoir of potential customers for our 
supermarket-type clothing operation. The 
shopping public has accepted our concept. 

“A normal retail store must figure direct 
selling costs at 8 to 10 per cent of gross. 
We expected our costs to run about 5 per 


cent. But we now find that we have ample | 


help with an amazingly low 4 per cent. 

Customer selection did the job for us. 
We fitted the entire store with special fix- 
tures designed to make selection of size, 
color and style easy for the shopper. Our 
fixtures with attractive point-of-sale display 
are all the sales help we need. And the 
customer earns the clerk’s commission. 

“The only personnel we employ below the 
executive level is stock clerks and cashiers 
for checkout. 

“Our women customers are surprised to 
find that Shop-A-Teria has no dressing 
rooms. To have such rooms in this kind of 
a self-service store would create too great 
a pilferage problem. 

“We compensate for the lack of dressing 
rooms by offering an unconditional 7-day 
money-back guarantee on all merchandise. 
In addition to reassuring the customer, we 
feel this is to our advantage since more 
than half the job of selling is getting the 
merchandise out of the store and into the 
shopper's home. 

“We don’t believe this policy will cause 
stock problems of customers taking home 
large quantities of merchandise and return- 
ing them, because the store operates on a 
strictly cash-and-carry basis. The cost of 
taking home items far in excess of need, 
is prohibitive.” 

In general, the young executive is pleased 
with thes reception given Shop-A-Teria by 
the public in Elgin. He said: 

“I think we've licked the problem of high- 
priced sales help. The public has accepted 
self-service for all our merchandise includ- 
ing shoes, and the public, after all, has 
the last word.” 
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through 


NEARLY 5000 
VISUAL-AID 
PICTURES SHOWING 
THE CONCRETE, 
ABSTRACT AND 


oO 


THE COURSE IS 
SELF-PAYING. 


° 
ALL FINISHED 


WORK IS 
SERVICEABLE. 





| 


INSTRUCTIONAL VIEW. 


_ Become a PROFESSIONAL MANNEQUIN ARTIST 


a revolutionary teaching method 


VISUAL-AID COURSE 


TRAIN ON YOUR JOB — THE PLACE OF YOUR EMPLOY MENT 


104 WEEKLY LESSONS 
OVER 500 SERIES OF PICTURES 


You are taught by mail, the complete 
art of repairing, rebuilding, refinishing, 
remolding, and reposturing mannequins 
with the look of a factory finish. 

This Visual-Aid Course has eliminated 
over 95 per cent of the written word and 
examination. 

While you train you acquire immediate 
experience. 








WRITE FOR A FREE BROCHURE 


Duske Nannequin CArt School 


509 MAHONING AVENUE — YOUNGSTOWN 2, OHIO 
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Store Directory & 
Bulletin Boards for 
Better Selling! 


Let an Acme board create 
impulse buying with its depoart- 
mental listings and your adver- 
tisements. Write today for Acme's 
FREE folder "Selling Through 
Suggestion,” and the latest cata- 
log on directories and bulletin 
boards. 


ACME BULLETIN COMPANY 


37 EAST 12th STREET ec NEW YORK CITY 3 














STUDY 
WINDOW DISP 
AT HOME 


Easy Home Study course 


display work. Merchants, 


Write for literature 










how to do every phase of window 


men, women and beginners will 

find this course the finest of its 

kind. School founded in 1905. 
Employers: Free to you — 
names of our graduates. 


THE KOESTER SCHOOL 


3710-12 N. Cicero Ave., Chicago 41, Ill. 








| ALUMINUM 


N 
ay WN FOIL 
_. \\| GARLAND 


12" wide—3 ply—triple taped 
Write for literature—dealer discount 


AATIPEF) wousteits, inc. 


/} 1211 E. Fayette St., Box 122, Syracuse, N.Y. 


display 





























@ WHEN WRITING ADVERTISERS PLEASE MENTION DISPLAY WORLD e 














ELECTRO 
MOTION 
TURNTABLES 


DEPENDABLE 
MOTION FOR 
YOUR PROMOTION 





oe OO ; =. 
Electro-”™ 
Lowest prices ‘ 
ayailable In ar 
many variation 
*% Compare price 
% Look for Underwriters label 
% Demand dependable Electro-Metion 


WRITE FOR COMPLETE CATALOG AND PRICES 

















HOLLY 30 LITE 
MINIATURE SET 


UL APPROVED miniature set. 30 screw 
type bulbs in petal shaped sockets. Bulbs 
have permanent filaments and if one goes 
Set avail- 
able in green or ivory wire and sockets 
and with colored or clear bulbs. 


JULIUS KUPFER, INC. 


Miers. of Xmas Lite Sets & 
Display Specialties 
79-10 ALBION AVENUE 
ELMHURST 73, L. 1., N. Y. 


out the rest remain burning. 











old Medal for Shneer 


N ELEGANT but simple window dis- 
play of ladies’ shoes and purses won 


for Sid Shneer, display director for lL. 


Miller & Sons, New York City, the Septem- 
ber gold medal for the best display received 
during that month in DISPLAY WORLD's 
International Display Contest. 

Suspended 
width of the window was a row of plain 
Alligator were either 
suspended above these boxes or were cradled 
in tissue in a few of the open boxes. An 
alligator purse hung at the center of the 
display with another on the floor at the 
far left. From the ceiling, bisecting the left 
end of the row of boxes, was a large notched 
simulated ribbon on which the window's 
appeared, “Our matchless 
gem alligator skins, specially selected and 
made in incredibly Soft New Construction by 
I. Miller, Evins and Millorkins.” Well-placed 
lighting highlighted the featured merchan- 
dise and the card. 

The 1958 contest, as in previous years, will 
continue throughout the entire 12-month 
period and is open to any displayman any- 
where in the world. It is not necessary 
to be a subscriber to DISPLAY WORLD in 
order to compete. The contest has 99 dif- 
ferent classifications, making it possible for 
display people in practically any kind of 
enterprise to enter. 

At the conclusion of the contest on Decem- 
ber 3lst of this year, entries in each classi- 
fication will be judged; gold, silver and 
bronze medals will be awarded for first, 
second, and third places, respectively, in 
each classification. First place in each di- 
vision will carry with it three points, second 
two, and third one. The person who scores 
the highest number of points in the entire 
contest will receive a beautiful gold plaque 
as sweepstakes prize, and the next three 
highest will receive, respectively, gold, silver, 
and bronze plaques. 

As 1m past years, each month a gold medal 
will be presented for the best entry received 
during that period of time. These monthly 
awards have no bearing on the final results. 

Entry in the affair is made by means of 


at eye-level across the entire 


shoe boxes shoes 


only message 


black and white photographs preterably & 
by 10 inches 1m size, although smaller ones 
will be accepted. Pictures must be un 
mounted. On the back of the photograph 
should be listed the displayman’s name, his 
store, city, address, and the classification 
under which it is to be entered. No photo- 
graphs will be returned. 

Winner of the gold medal tor January 
was Frederick Asmussen, The Myer Empor- 
ium, Melbourne, Australia; for February, 
J. T. Chord, Stix, Baer & Fuller, St. Louis: 
for March, Joseph T. Sjursen, Frederick 
& Nelson, Seattle, for April, A. Van Hol- 
lander, Gimbels, Philadelphia; for May, 
Heinz Sittard, Kaufhof, Darmstadt, Ger- 
many, tor June, J]. Howard Schneider, The 
Crescent, Spokane, Wash.; for July, Emile 
F. Alline, Maison Blanche, New Orleans, 
and for August, J. P. Hans, A. Kinsbergen, 
Ltd., Brussels, Belgium. 

The contest which was conducted in 1957 
had a total number of entries amounting to 
4626 coming from all parts of the world 
and establishing a new record. The top 
award, the sweepstakes prize, went to 
Joseph T. Sjursen, Frederick & Nelson, 
Seattle. First place was won by Harold 
McLaren, The Bon Marche, also of Seattle, 
while second went to Frederick Asmussen, 
The Myer Emporium, Melbourne, Australia. 





Gordon, New York Display 
Jobber Dead 


D. C. Gordon, who owned and operated 
the D. C. Gordon Display Fixture Co., New 
York City, for 35 years, died on September 
16 at the age of 59. He is survived by his 
widow, who will continue to operate the 
business. 


Former Saks Displayman 
Joins Rogers Peet 

Sidney Ring, display director for Saks- 
Fifth Avenue, New York City, until May, 
1956, has been named display consultant for 
the New York and Boston stores of Rogers 
Peet Co. His duties will include designing 
interior and point-of-sale displays. 


DISPLAY WORLD 











RICH AUTUMN COLORS 


ABOUND IN CHICAGO 
[Continued from page 15] 


the toreground theme. The center rectangle 
stated in black letters, “This year the print’s 
the pattern.” Two mannequins displayed 
print fashions in one of the rich shades. 


Miss Paxson and her staff used a series 
of five windows (not illustrated) entitled, 
“The Good Looks of the Fur-Bearing Cos- 


tumes.” The display centered around two 
10-foot tall panels made of l-inch thick 
lumber and paimted a sand beige. The 


narrower ot the two panels slightly over- 
lapped the wide one which was standing a 
foot behind it. Holes in the shapes of oak 
leaves and acorns were saber-sawed out of 
the narrower panel and backed with felt in 
gold, brown, copper and green hues. 


On the floor several of the pieces cut out 
had been covered with felt and placed in 
tront of the panel. Two mannequins stood 
beside the panels displaying their fur out- 


fits. The effect was eye-stopping and fallish. 


“For Easy Autumn Living” was the title 


of still another Field’s series of five win- 
dows. Two slabs of raw lumber with the 
bark still attached stood on wrought iron 
pipe legs with the shorter of the two 


slabs held out horizontally from the verti- 
cal one in a rough “L” shape. The wood 
surface was lacquered a bright color, dif- 
ferent in each window, to pick up the color 
accent from the bright-toned fall separates 
being promoted. 


.. A fall collection in a nutshell,” the 
sign lettered on one slab read. Framed cut- 
out areas in the slabs held antique apothe- 
cary jars filled with nuts while an antique 
balance scale in the foreground held more 
nuts to further the in-a-nutshell theme. 
Fall leaves and birds here and there about 
the display completed the unusual and 
catchy setting. 

Clement Bradley, display director, and 
Dick Minto, window display manager, of 
Carson's, stressed quality and good design 
in a series of six fashion windows. The 
enduring look of quality,” read the window 
cards, “relaxed, textured and autumn hued.” 

This theme was carried through effectively 
by combining fine period furnishings with 
the newest in fine women’s clothes. In the 
window pictured, a brown drapery panel 
with off-white tree branch pattern hung on 
the back wall. Anticipating interest in the 
display props, stock drapery goods were used. 
A small card gave description and price. 


In the center of the window was a small 
gilded table and two gilded chairs with gold 
brocade upholstery. An interesting wrought 
metal candelabrum on the table echoed the 
pattern of the drapery panel. A large natur- 
al rubber plant was on the floor at the rear. 

Two-piece dresses in a nubby wool tex- 
ture were featured. One was bright green 
and the other light red. Black accessories 
completed the ensembles. Prices were care- 
fully marked. Other windows 1n the series 
used similar settings and fashions in un- 
usual textures. 

Bradley also used a series of two win- 
dows (not illustrated), in which a 5-by-6- 
foot facsimile of a wedding invitation rested 
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at a slight angle in the rear. Wrought iron 


stands held the huge invitations. “The 
Marriage of Fashions and Leather,” the 
card read. 

Three mannequins wore the short and 


long leather coats with mixed and matched 
accessories. A second pair of fashion win- 
dows was done in the same way but it pro- 
moted rainwear. The invitation in it read, 
“Announcing : a major change in the 
weather and the style and color of Fashion 
Rainwear.” 

“Who she?” was the provocative title 
of a Mandel Brothers promotion by Dis- 
play Director Carl James using three man- 
nequins standing in front of three panels. 
The center panel was 3 feet wide and stood 


is 


nearly 8 feet high. It was adorned with 
colorful “Who is she?” cards and a few 
tashion photographs. Two burlap-covered 


side panels contained gay and colorful col- 
lages representing Mandel’s “Suburban Out- 


look Fashions” by Celanese. The three 
mannequins each wore different outfits 
The implication of the promotion was 


“wear Suburban Outlook Fashions and peo- 
ple will notice you.” Since it appealed so 
strongly to one of the seven basic human 
desires, the desire tor recognition, this 
promotion was excellent in concept. It was 
also well-handled by Mandel’s display staff. 


Mr. James did a Lyric Opera promo- 
tion (not illustrated) using four of his 
State street windows. “Mandel Brothers 
Salute : 1958 Lyric Opera Season with 


fashions styled for opening night,” a sign 
written on an otherwise blank music sheet 
read. Mr. James’ opera mood was achieved with 
opera posters fastened to a black vertical 
panel at the right center of each window. 
Natural wood props were used with an or- 
ange back wall. 

In a children’s wear series Mr. James useda 
black wall of paintings done by young stu- 
dents in the Junior School of the Art In- 
stitute of Chicago. The paintings were 
very imaginative and well done. To heip 
accent them and to tie in the merchandise 
with the paintings Mr. James arranged several 
mannequins to be inspecting the art. 

Jack Boghosse, display manager ot Gold- 
blatt’s, used a of 11 windows (not 
illustrated) for a huge import promotion. 
While travel posters tormed the basic prop 
in all of them, the fashions and 
displays were handled differently. 


series 


aCCessory 


The five fashion windows had their floors 
paneled in travel posters, each panel being 
a montage of several posters. In the center 
ot the display, three poles with various 
colors of ship's flags held 3 by 5-toot, three- 
dimensional panels (one per window). The 
face of the panel was a montage of travel 
posters. A free-form hollowed out portion in 
the center contained a map of the world 
with the words, “Import Adaptation Sale” 
printed in bold brush letters 
Mannequins wore the fashions. 


across it. 


The six accessory windows each had tour 
hanging vertical panels and one horizontal 


panel. The panel hung about three-fourths 
of the way back in the window and were 
in all different colors. The main one, in 


both size and position, had travel posters 
on it. The others held accessories imported 
from various parts of the world. 
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DISPLAY LETTE 


Wood letters for interior displays and 
directional signs. ..all styles and sizes 
in stock ready for immediate ship- 
ment. Write for catalog, price list. 


SPANJER BROTHERS 
1160 N. Howe Street, Chicago 10, Ill. 
Halsey Road, Parsippany, N. J. 


FEATHERS 
for DISPLAY 
OSTRICH FEATHERS 


all colors and sizes 
MARIBOU in 2 yard strings 


all colors 














Excellent delivery 


SOUTH AFRICAN FEATHER CO. 


1015 Filbert St., Dept. W 
Philadelphia 7, Pa. WAlnut 5-5219 








AUTOMATIC WOOD TURNINGS 


All Types of Finishing 
Dowels and Balls in Stock 


H. ARNOLD WOOD TURNING CO. 


363 Union Avenue, Brooklyn 11, N. Y. 
STagg 2-5693 








SHOULDER COVERS 


Vinylite window-clear — vinyl — polythene. 


Price list & samples on request. 
JOBBERS ONLY 


CORONET MFG. CO. 


BOX 35 YARDVILLE, N. J. 


Murbaiten 


se letter co. 


Fy ‘wecoaroaavres 


151 WEST 18th STREET. NEW YORK I!. 


WINDOW DISPLAY 


State Approved Certificate Course, Day or Eve. Appr. 

for Vets and Foreign students. The only thorough 

professional course in N. Y. C. Free placement. 
REGISTRATION OPEN — ENROLL NOW 


PAN-AMERICA ART SCHOOL 


316 WEST 57th STREET, N.Y.C. PL. 7-0064 
Our Greduates are in Demand 














N. Y. 











USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 


POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
$4.00 Per Column Inch — CASH WITH ORDER 
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FLAMEPROOFING 


FOR FABRICS 
AND PAPERS 


GIANT 16 oz. can 


$1.89 


Write for literature. 


Dealers’ Inquiries 
invited. 


INDUSTRIES, Inc. 


1211 E. Fayette St., Box 122, Syracuse, N.Y. 








WESTERN 
DISPLAYS 


% Rustic Frames 

% Rustic Boxes 

% Bird Houses 
& Feeders 

BIRCH 

Poles & Branches 

CEDAR 

Poles & Slabs 








CREDIT AND COLLECTION 
SERVICE TO THE 
RELATED DISPLAY INDUSTRIES 


251 West 42nd Street New York City 36 











SUPERB 


Decorative Hardware 


Display Ring & Matching ~ 
Hooks in Brass or Chrome. 
Hundreds of Display Uses. 
W rite for Free Brochure 
ARTHUR V¥. LEONARD 
8944 Sagamore Road 
Kansas City 15, Me. 








WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
319-321 N. Paca St. Baltimore 1, Md. 


WOOD and PLASTIC LETTERS 


AND SPECIAL SCRIPT 


All styles and sizes. Custom signs — Window — Store 
Directory — Desk — Trade Mark Reproductions. 


DISPLAY CRAFT ss portiano. 


— Interested in Salesmen and Jobbers — 


FOIL PAPER, PUFFING FOIL, BASE 
METAL, METAL CHAIN LINKS 
R. A. OHLHORST 


278-292 Johnston Ave. Jersey City, N. J. 




















804 W. MAIN ST. 
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Carlton Struck by Taxi 
On Canadian Vacation 

While on his first vacation in three 
Duane W. (Tex) Carlton, president of the 
New York Trade Show building, New 
York City, was struck by a taxicab in Win- 
nipeg, Canada, on September 10. He sut- 
fered a fractured right knee and fractured 
left wrist, both now in casts. Immediately 
following the accident, he refused to be hos- 
pitalized, receiving only first aid treatment 
until he reached Montreal atter a 30-hour 
train ride. There his injuries received ade- 
quate medical attention, but Tex refused to 
be confined and continued right on to New 
York City and was found at his desk as 
usual the following morning in a wheel 
chair. He is recovering nicely which is 
good news tor his host of friends in the 
display field. 


years, 


Versatile Marking Pen 
Now on Market 
Magic Marker is 
uses a felt nib in 
to produce 


aid that 
wide or narrow widths 
“clearer, cleaner and smarter” 
looking lettering and sketching, according to 
the manufacturer, Speedry, Box 97, Rich- 
mond Hill, Jamaica 18, N. Y. The results 
are durable and removable, yet won't pene- 
trate paper; is odorless, leakproot and fade- 
resistant, and dries instantly on porous 
surfaces. Free samples will be sent upon 


a new writing 


request 


STATEMENT OF THE OWNERSHIP, MANAGE- 
MENT, AND CIRCULATION REQUIRED BY 
THE ACT OF CONGRESS OF AUGUST 24, 
1912, AS AMENDED BY THE ACTS OF 
MARCH 3, 1933, AND JULY 2, 1946 


(Title 39, United States Code, Section 233) 
Of DISPLAY bali published monthly at Cin- 


ctnnati, Ohio, tor October 1, 1958. 


1. The names and 


addresses of the publisher, 
editor, managing editor, 


and business managers are: 
Publisher, The Display Publishing Co., 407 Gilbert 
Ave., Cincinnati, Ohio; editor, Nathan Silverblatt, 
407 Gilbert Ave., Cincinnati, Ohio: business man- 
ager, Nathan Suilverblatt, 407 Gilbert Ave., Cincin- 
nati, Ohio. 

2. The owner is: (If owned by a corporation, its 
name and address must be stated and also imme- 
diately thereunder the names and addresses of 
stockholders owning or holding 1 percent or more 
of total amount of stock. If not owned by a cor- 
poration, the names and addresses of the indi- 
vidual owners must be given. If owned by a part- 
nership or other unincorporated firm, its name and 
address, as well as that of each individual member, 
must be given). The Display Publishing Co., 407 
Gilbert Ave., Cincinnati, Ohio. H. C. Menefee, 
Nathan Silverbl: att, and David Swormstedt, all of 
407 Gilbert Ave., Cincinnati, Ohio; Stella F. Silver- 
blatt, 7360 Brooke: est Dr.,. Cincinnati. Ohio, Helen 
Swormstedt, 6600 Sorrel Lane, Cincinnati, Ohio, and 
Betty J. Ahrens, 1310 Ault View, Cincinnati, Ohio. 


3. The known bondholders, mortgagees, and other 
security holders owning or holding 1 percent or 
more of total amount of bonds, mortgages, or other 
securities are: (If there are none, so state.) NONE. 


4. Paragraphs 2 and 3 incluce, in cases where the 
stockholder or security holder appears upon the 
hooks of the company as trustee or in any other 
fiduciary relation, the name of the person or cor- 
poration for whom such trustee is acting; also the 
statements in the two paragraphs show the affiant’s 
full knowledge and belief as to the circumstances 
and conditions under which stockholders and se- 
curity holders who do not appear upon the books 
of the company as trustees, hold stock and securi- 
ties in a capacity other than that of a bona fide 
owner. 


5. The average number of copies of each issue of 
this publication sold or distributed, through the 
mails or otherwise, to paid subscribers during the 
12 months preceding the date shown above was: 
(This information is required from daily, weekly, 
semiweekly, and triweekly newspapers only.) 

NATHAN SILVERBLATT, Bus. Mgr. 

Sworn to and subscribed before me this 4th day 
of October, 1958. 

DONALD E. STONE 
Public, Hamilton County, Ohio. 
commission expires April 2, 1961) 


Notary 
(My 
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Use Glowing Fluorescent Colors 
with STROBLITE BLACKLIGHT LAMPS 


Eye-catching and intriguing effects can be 
achieved with brilliantly glowing Stroblite 
Colors and Ultra Violet Blacklight. For 
Scenery, Backdrops, Decorations, Etc. 
Write for illustrated brochure 


STROBLITE COMPANY 
wives W, 75 W. 45th St., New York 36, N. Y. 
RR A 


————— | = 7 


14H VULATAVNUTETN CUETO ASH 








FOIL PAPERS 


BASE METAL — PUFFING FOIL 





ALL COLORS 


ALUFOIL PRODUCTS CO., INC. 


15 FERRY ST., N. Y. 38, N. Y. 








R P DECORATIVE FOILS 


eR P EXPANDED ALUMINUM FOIL 
eR P EXPANDED PUFFING FOIL 

e R P UNEXPANDED FOIL 

e R P NON-EXPANDABLE FOIL 

eR P BASE METAL 


R P Decorative Foils have been selected by Alum- 

inum Corporation of America as display material for 

their 1958 Christmas Gifts of Aluminum Promotion. 
Write for Samples 


RESEARCH PRODUCTS CORPORATION 
1015 E. Washington Ave., Madison 1, Wisconsin 








FOR DISPLAY MANUFACTURERS & JOBBERS 
Products of Styrofoam 
Manufacturing and Processing 
Write for Catalog 


FOLIAGE CO. OF AMERICA 


LUDINGTON, MICH. 
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Send for your copy TODAY 


‘““HOW TO FORM A COAT, professionally” 


64 photographic illustrations 
each with explanatory copy 


by Pauw! Barber 


$5 00 prepaid Please inclose payment with order 
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D. I. P. S .— 3905 Piymouth Rd., Louisville 7, Ky. 


DISPLAY TURNTABLES 
@ Heavy Duty =e @ All Steel 
SIZES FROM 34” UP 


Write for free illustrated folder 


AMER-STAGE EQUIPMENT 
805 £.134 St., Bronx 54,N. Y. 








THE SILENT DISPLAY TURNTABLE 


INDOLA 


Capacities 600, 1200 and 2500 pounds. 
For outstanding features 


INDOLA 








8820 Sunset Bivd., Los Angeles 46, California 





DISPLAY WORLD 




















DISPLA YMEN 


Well trained men are needed 
all over the country. Enroll 
now in the only thorough, pro- 
fessional, accelerated course, 
day or evening, offered in New 
York City. Prepare now for 
well paying jobs. Free place- 
ment with leading stores. Our 
graduates are in demand. 


Write, phone or come for in- 
formation. Registrations being 
accepted now for the next 
course. Co-ed, Veterans, For- 
eign Students. 


PAN-AMERICA ART 
SCHOOL 
316 West 57th Street 
New York City 19 
PL 7-0064 








Used MANIKINS $10 
2-Piece Complete—as is. Crat- 
ing charge $2.50, F.O.B. New 
York. 

MADISONIA 
152 W. 25th St., New York 1, 

N. Y., Chelsea 3-1550 


DO YOU MANUFACTURE OR IMPORT 
ANY ITEMS THAT CAN BE SOLD 
FOR DISPLAY >? 


We will represent and promote your line in Greater New 
York City—Or all territories on a commission basis. 


We have been selling displays for over 30 years. 


Our staff of 5 salesmen sell to chain retailers—depart- 
ment and specialty stores—jobbers—free-lance trim- 
mers—liquor distributors—point of sales. 


We have a showroom in Manhattan—and warehouse 
and shipping facilities in Brooklyn, N. Y. 


When writing, please state in detail your itezns—and 
enclose any available brochures or other literature—also 
your facilities for production. 


DISPLAY REPRESENTATIVES COMPANY 
124 West 31st St., New York 1, N. Y. 


ATT. JOBBERS 


CHRISTMAS TREE STAR 
DECORATIONS 
to be sold on retail market, 
made of plastic, coated with 
tarnish proof Glitter, in wide 
range of colors. 14 in all, size 
214” aCross corner;©rs. Sold in 
quantities—up to 5,000—$28.50 
per M: 10,000—$28.00 per M; 
20,000—$27.50 per M; 30,000— 
$27.00 per M; 50,000—$26.20 
per M. Send orders to—- 
SCO-CAM MFG. CO. 
1643 LeGrande Avenue 
Indianapolis 3, Indiana 








SALESMAN WANTED 
omy t Mannequ 1s 
Racks, Hangers, Display F: 
Stands Old Established 
tacturer in N. Y. Liberal Commis- 
sion. All territories open 
Address BOX 11CD 
Care of DISPLAY WORLD 


Complete line of 








POSITION WANTED 
Display Director of large, qu: 
department store on the west co 
now employed, 
with progressiv 
Same Capacity 

Address BOX 11AB 
Care of DISPLAY WORLD 








FOR SALE 


At one-tenth original cost 5- 
window Silvestri animated 
“Christmas Woodland Fan- 
tasy’. Can be seen in opera- 
tion after November 15th in 
Village Shopping Center, San 
Angelo, Texas. In excellent 
condition. Write— 


Village Shopping 
nter 


BOX 3008 
SAN ANGELO, TEXAS 








DISPLAY MEN 


Qualified men needed in all sections of the country. We place 
more display men than any other office. Send complete resume 
and advise concerning salary requirements. No charge to appli- 
cant at any time. Present position fully protected. 


MONARCH PERSONNEL 


Serving the retail field since 1945 


ROBERT L. MOORE 


General Manager Retail 
28 EAST JACKSON BLVD., CHICAGO 4, ILL. 








AVAILABLE 


Display Director Artist 

Graphic Designer — seeks op- 
portunity with manufacturer 
or retail organization. Special- 
ist in display, store design, 
showrooms, exhibits. Excel- 
lent draftsman, renderer and 
idea man 
record with national accounts 


Address Box 11 DE 


DISPLAY WORLD 


. 7 7 | 
Successtul sales 


Care of 








and attractive position. 


6-4737. 


WANTED — DISPLAY DESIGNER 
capable of designing and illustrating displays for itinerant pur- 
poses, largely in the wearing apparel field; top salary; permanent 
Write or phone: WOLF & VINE, INC., 
225 S. Los Angeles St., Los Angeles 12, Calif. 


Phone: MAdison 


225 S. Los Angeles St. 








WANTED — SCULPTOR 


with ability and talent for high fashion figures; high salary; ex- 
cellent opportunity ; permanent position. 


WOLF & VINE, INC. 


Write or phone 


Los Angeles 12, Calif. 


Phone MAdison 6-4737 








LINE WANTED 


Salesman with over 15 years 
experience in selling display 
open for quality line. Novel- 
ties preferred. Large follow- 
ing department and fine spe- 
cialty stores. Resides Chicago, 
travels Midwest. Send replies 
to— 


Address Box 11 BC 
Care of DISPLAY WORLD 











SALES REPRESENTATIVES WANTED 


Leading New York decorative display company has open- 
ings tor outstanding sales representatives with following 
southeast and midwest. 


and experience for K xceptional 


opportunity for top earnings for qualified men 


Address BOX 11 EF 


Care of DISPLAY WORLD 


WANTED 
Ladies Manikins 
Christmas mechanical! displays 
New line of manikins 
4. Any mechanical displays 
windows. 
L. G. POWELL & CO. 
4030 Pennsylvania, Joplin, Missouri 














Use the 
OPPORTUNTY 
EXCHANGE 
For any WANT AD 
Purpose 
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A Guide to Better 
Point-of-Sales Displays 


Display manufacturers and national ad- 
vertisers would do well to consider the tol- 
lowing criticisms of the usual window and 
interior displays furnished by national ad- 
vertisers as learned trom a recent survey 
viewpoint of throughout 


i the retailers 
the country on the subject: 
One of the boiler plate variety entirely 
out of keeping with this store’s standards. 
The great majority of display helps are 
not suitable for use in our store. We create 
our own display backgrounds, and strive to 
maintain a quality look, in keeping with the 
general appearance of the store. Occasion- 
ally we find one that can be used. 
Manufacturers’ displays usually make a 
store look as though his was the only prod- 
uct the store sold. Displays seldom—it ever 
fit into retail own window 
or plans 


store s con- 
tinuity 

The window displays sent from one store 
to another are usually more attractive. 
However, too many arrive in broken and 
soiled condition. 

Too large is often the fault and too bold, 
not dignified enough 

Character of material not suited to ap- 
pearance of store’s regular advertising and 
display material. 

They don't seem to consider the type ot 
store to which they send display material 

often too big or just not adequate to 
department store display. 

Gaudy, lithographed posters, provided by 
most manufacturers, also mounted copies of 
advertisements appearing in magazines are 
rarely used because in color and theme they 
do not fit modern stores’ display plans. 

Seldom treat- 
ments — are too poster-y and trequently in 
bad condition 


contorm to store's window 


Itinerant displays 
have actually 


planned by men who 
arranged displays for retail 
stores are fine. Enlarged photographic black 
and white and color photographs are good 
if in good frames 

That display designers study windows of 
the average mid-western retail store, to get 


cross-section of retail usage, and key dis- 
play material to this end. 

It might be a good idea for manufac- 
turers to categorize the different stores they 
intend to supply with display material — 
and then prepare different types for each 
group. Department stores—(different types) 
—tashions stores, etc. 

Let retailer do his own window displays. 
The less help trom manutacturers, the bet- 
ter. 

Simple displays, in good taste and in 
units that can be used for both large and 
small windows. 

Would prefer idea sketches or photo- 
graphs of windows (and interior displays)— 
not prepared material. 

Manufacturer should supply component 
parts of displays wherever possible rather 
than complete displays, or should agree to 
share with the store, allow store to 
keep special promotional in character with 
its general approach. 

Have manufacturers contact leading dis- 
play managers for display helps. 

Develop idea pieces tor department store 
use, important enough for big windows and 
travel them from store to store. 

We do not use one-tenth of the displays 
we receive. A modern department store has 
little use tor this type of advertising. 

Better study be made of the need tor 
more than one type of advertising aid; for 
“Borax” type store, for better type 
and for medium type store. 

Not interested in the cut-rate drug type 
of displays; more refined types are used 
more often. 

Mostly consist otf posters ot ad- 
vertising done in national magazines — no 
displays for interior actually, but reproduc- 
tions. 


cost 


store, 


these 


Most interior displays give a circus-like 
appearance to the department, being 
colortul, to blatant—and not blending in 
with the general tone of the department. 

Designed too often for counter 
not harmonize or correspond 
display items and props. 

All manufacturers’ signs and displays are 
completely different in theme, style, letter- 
ing, design. If a retailer used all displays 
and signs offered by manutacturers, store 


Too 


Deo 


other 


use. 
with 


would look like a display company’s sales 
room. 

Usually too garish or too junky. 

Too much emphasis on brand name rather 
than features of merchandise. 

Name too big—in many cases the colors 
conflict with store fixtures. 

And the suggestions made for manufac- 
turers’ interior display helps were these: 

Display helps should be unobtrusive re- 
minder, whose prime purpose is to sell 
merchandise and to blend with available 
store's fixture decor. 

In many cases more neutral colors could 
be used for backgrounds that would blend 
in with store color scheme. 

That firm name be played down in dis- 
plays —that display be functional —that it 
not be a space-eater. 

Submit display ideas to at least medium 
size and large stores. Restrict display ma- 
terial to small stores. 

Suggested layouts for functional fixtures 
to help in displaying manufacturer's prod- 
uct. Piece goods and yardage manufactur- 
ers haven't had a new selling fixture idea 
in many, many years —tell ‘em! 

Closer study of needs of representative 
department and specialty stores to create 
type of display or card which would contorm 
to established department set-ups. 





Meek Forms Own Firm, 
Retains Kayser Accounts 


Dwaine S. Meek has resigned as display 
director of the Julius Kayser organization 
to form his own company. He has retained 
Kayser’ hosiery, glove and lingerie divi- 
and the Nazareth children’s wear 
divisions as accounts, and will continue as 
free-lance visual merchandising consultant 
for these brands. 

Mr. Meek’s new studio will specialize in 
visual display presentations. 
counts already listed are: The Diamond 
Mills Corporation; J. H. Kimball, Inc.; the 
Morris Moskowitz Corporation; Fallani and 
Cohn, Inc.; and two new accounts soon to 
be announced. 

The new Dwaine Meek Studio is located 
at 218 East 30th street, New York City 
The telephone there is MUrray hill 4-3569. 
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Acme Bulletin Co. 
Alufoil Products C« 
American Stage Equi; 
& Iron Works 
Arnold Wood Turning Co., H 


Atlas Plastics, In 


Display 


Becket 
Benson Cc.., 
Best Deviwes Co. 

Bliss Display Corp 

Bruce Specialties Co 
Bulkley Dunton & Co., Inc 


Sign Supply C 
Howard F 
Filjon 
Flair 
Foliage 


Cohen Co., Art R. 
Coronet Mtg. Co 
(_ reative Promotions of 


General 
Calit 
Darling Co., L. A. Hansen 
Decorative Displays 
Decorative Plant Corp 
Display Craft 
Display Credit Assoc 
Display Equipment Co. 


Indola 





index is provided as an additional service. 


Ideas & 

Promotional 
Doerr and Associates, Inc 
Duplex Display & Mfg. Co 
Dusko Mannequin Art 


Electro-Motion C: rp. 
Ferro-Craft 
Industries, 
Plastics, Inc 


Company of 


Garrison-Wagner Co.. 
Distributing Co 


Hamberger,. 
Mfg. 
Herzberg-Robbins. Inc 


Calitornia 


Jonal Co., 
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Koester School 
Kupfer, Inc., Julius 
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School Madisonia 
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Meyer Jacoby Corp. 
Morgan Co., The 

Natl. Ass'n of 
New Hermes Engraving 
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New York Mfrs. Group 
Ohlhorst, R. 
Opportunity 


America 
The 
Exchange 
Pan-America Art School 

Pargament-Fidler 

Penn Metal Co., Inc. 
Rayon Processing Co. 
Research Products Corp. 
Reynolds Electric Co. 
Rustic 


Inc., David 
eo er Ve 


Inc., The 


The publisher does not assume any liability for errors or omissions. 


Manikins, Inc. 
Letter Co. 


Display Ind. 


Furniture Co., Inc. 


Schack’s, Inc. Inside Front Cover 
Shore W oodwork Co 37 
Schupp Florist Supply Co. 
Showcard Machine 

Co Inside Back C: 
South African Feather Co 
Spanjer Bros. 
Stempler & Sons, Inc., Barney 
Stensgaard & Assoc., Inc., W. 
Stroblite Co. 
& Trim Ce 


Tulnoy Lumber 


LU. S. Mica Co., Inc 
Upson Co., The 


Van Arden Fabrics 
Vue-More Corporation 
Walters Industries, Inc. 
Weyerhaeuser Timber 
Co. Back 
Wilhams, Inc., D. G 








DISPLAY WORLD 











Write for full details. The 
Full Sheet Signmaster is 
still more proof that Show- 
card Machines offer models 
for every need. 
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Here you see the grown-up version of a Showcard Machine that was a big 
hit right from the start. 


The original Signmaster was built to be a speed demon... to turn out multiple 
cards faster and more economical than anything of its kind. It has proved so popular 
that we've taken the next logical step—a big brother Signmaster that handles 

all work up to a full 22” x 28” size. 


It has the same type of mechanical inking unit, the same instant pressure 
adjustment for varying card stocks, the same roller-lifting toggle that prevents 
blurring. It has the same silk-smooth operation. And it is a Showcard Machine 
through and through—same patented method of type setting, same freedom 

of layout, same cast steel construction backed by a 5-year guarantee. 


a 


mvesTIGATE 
seFoRE YOU 
INVEST 


1456 MERCHANDISE MART, CHICAGO 54, ILLINOIS 





WEYTEX* is Engineered 
for Production Bending 


Mating dies form STANDARD WEYTEX TV- back 


Choose from these 


WEYTEX 


HARDBOARD types: 


STANDARD 
TEMPERED 
PERFORATED 


Thicknesses: 
1/12”, 1/10’, 1/8” 
3/16’, 1/4’, 5/16’ 


Sizes: 


4 ft. x 8 ft. to 16 ft. 


Sh 


A WEYERHAEUSER 


Silvatek 
PRODUCT 


You get smooth, consistent bends 


using WEYTEX* HARDBOARDS 


Fast, economical production bending is assured with depend- 
able WE YTEX* Hardboard. Here mating dies produce smooth, 
graceful 2-way bends in die-cut STANDARD WEYTEX panels. 

You will find both STANDARD and TEMPERED WEYTEX 
have excellent bending characteristics. Whether you are per- 
forming tight corner bends for furniture, cabinets, toys and 
automotive parts or sweeping compound curves for modern 
displays, WEYTEX can reduce rejects and give you bending 
accuracy. You'll discover the strength of WEYTEX after 
bending is outstanding. Panels can be formed to a 1” radius 
without cracking or crazing. 

Whether bending, machining, lamirating or finishing, you 
will find that WEYTEX can do the job better and at less cost 
than other materials you may be using. Specify WEYTEX as 
core, crossbanding or facing material. 


WEYERHAEUSER 


WEYTEX 


HAR DBOA ROD Ss ezm nes. 


For further information, write: SILVATEK, Weyerhaeuser Timber Company, Tacoma, Washington 





